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Abstract  

 

This study aims to analyze the influence of product quality, service quality, and price 

on customer satisfaction and loyalty at CV. Pabrik Baju Bandung. Customer 

satisfaction is an important factor in building long-term loyalty, while product quality, 

service quality, and price are the main variables that influence customer perception. 

This study uses a quantitative approach with a survey method. The study population 

was all customers of CV. Pabrik Baju Bandung, with a sample of 120 respondents 

selected using a purposive sampling technique. Data were collected through 

questionnaires that had been tested for validity and reliability, then analyzed using 

multiple regression and mediation tests to determine direct and indirect relationships 

between variables. The results showed that product quality has a positive and 

significant effect on customer satisfaction, as does service quality. Price also has a 

positive effect on customer satisfaction, but with a lower effect than the quality 

variable. Customer satisfaction was proven to be a significant mediator between 

product quality, service quality, and price on customer loyalty. In other words, 

increasing product and service quality in line with a price that is considered reasonable 

can increase satisfaction, which in turn encourages customer loyalty. These findings 

emphasize the importance of a marketing strategy that emphasizes product quality, 

service quality, and competitive pricing to retain customers. This research provides 

practical implications for the management of CV. Pabrik Baju Bandung is formulating 

more effective marketing policies and increasing customer satisfaction and loyalty. 
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INTRODUCTION  

The era of increasingly fierce business competition demands that companies not only 

offer quality products but also provide satisfactory service and set competitive prices. This 

also applies to the textile and fashion industry in Indonesia, including CV. Pabrik Baju 

Bandung, which operates amidst constantly evolving market dynamics. The company's 

success in maintaining and increasing market share depends heavily on its ability to manage 

product quality, service quality, and pricing, all of which contribute significantly to customer 

satisfaction and loyalty.  

Product quality is a fundamental element in building a positive company image. 

According to Tjiptono (2016), product quality encompasses various aspects such as 

durability, performance, appearance, safety, and conformance to promised specifications. In 

the context of the apparel industry, product quality is not only determined by the material and 

stitching, but also by the design and comfort offered to consumers. A study by Mahira et al. 

(2021) shows that good product quality can increase customer satisfaction and encourage 

brand loyalty.  

In addition to product quality, service quality also plays a crucial role in shaping 

customer perceptions of a company. Tjiptono (2016) identified five key dimensions of service 

quality: reliability, responsiveness, assurance, empathy, and tangibles. However, previous 

research has yielded inconsistent results. Sari and Arsyad (2025) found that high service 

quality can increase customer satisfaction, but its impact on customer loyalty is not always 

significant. This aligns with the findings of Fauziah (2022), who stated that while good 

service is important, other factors such as product quality and price often play a greater role 

in determining repeat purchase decisions.  

In a practical context, CV. Pabrik Baju Bandung (Bandung Clothing Factory) indicates 

issues related to service quality. Based on internal company data from the first quarter of 

2025, there was a 12% decrease in repeat purchases compared to the previous quarter, as well 

as 35 customer complaints related to service inconsistencies, such as late deliveries, ordering 

errors, and slow responses from service staff. This data indicates a gap between customer 

expectations and the company's service performance, which can impact customer satisfaction 

and loyalty.  

Price, as an element of the marketing mix, has a direct impact on consumer purchasing 

decisions. According to Kotler and Keller (2016), price not only reflects a product's value but 

also influences customer perceptions of its quality and benefits. Research by Fauziah (2022) 

shows that competitive pricing can increase customer satisfaction, although its impact on 

customer loyalty varies depending on the context and market characteristics.  

Customer satisfaction is a person's feeling of pleasure or disappointment after 

comparing their perception of a product's performance with their expectations. If 

performance meets expectations, consumers are satisfied; if it exceeds expectations, 

consumers are highly satisfied. Customer satisfaction is the foundation for customer loyalty, 

which is characterized by a willingness to make repeat purchases and recommend the product 

to others.  

CV. Pabrik Baju Bandung, as a business player in the fashion industry, faces challenges 

in maintaining and increasing customer satisfaction and loyalty. Therefore, it is important to 
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understand the extent to which product quality, service quality, and price influence customer 

satisfaction and loyalty. This study aims to analyze the influence of these three variables on 

customer satisfaction and loyalty at CV. Pabrik Baju Bandung.  

The method used was a quantitative approach with a survey design. The study 

population was all customers of CV. Pabrik Baju Bandung, with samples taken using a 

purposive sampling technique. Data were collected through a questionnaire that had been 

tested for validity and reliability, and analyzed using multiple regression to test the direct 

effect between the independent variables (product quality, service quality, and price) on the 

dependent variables (customer satisfaction and loyalty).  

The results of this study are expected to provide in-depth insights into the factors 

influencing customer satisfaction and loyalty in the fashion industry, particularly at CV. 

Pabrik Baju Bandung. These findings can also be used as considerations for company 

management in formulating effective marketing strategies to increase customer satisfaction 

and loyalty, as well as company competitiveness in an increasingly competitive market. Thus, 

this research contributes to the development of marketing science while providing practical 

benefits for companies in improving their business performance and sustainability. 

Furthermore, this study can also serve as a reference for further research addressing similar 

topics in the fashion industry or other industrial sectors in Indonesia.  

 

REVIEW lOF lLITERATURE l 

Product lquality lis ldefined las la lproduct's lability lto lmeet lconsumer lneeds land 

lexpectations, lboth lfunctionally land lemotionally l(Razak, l2023). lProduct lquality 

lincludes lconformance lto lspecifications, ldurability, land lreliability, lwhich ldirectly 

limpact lcustomer lsatisfaction l(Sari, l2023). lIn lthe lgarment lindustry, lproduct lquality 

lindicators linclude lraw lmaterials, lneatness lof lstitching, lcomfort lof luse, land lproduct 

ldurability l(Yulistria, l2023). lImproving lproduct lquality lhas lbeen lshown lto lincrease 

lcustomer lsatisfaction land lloyalty l(Sari, l2023). lConsumers lwill lremain lloyal lto llocal 

lproducts lif ltheir lquality lcan lcompete lwith limported lproducts l(Yulistria, l2023). 

lProduct lquality lalso lpositively linfluences lrepurchase lintentions land lperceived lbrand 

lvalue l(Razak, l2023). l 

Service lquality lis la lcompany's lability lto lprovide lservices lthat lmeet lor lexceed 

lcustomer lexpectations lthrough lthe ldimensions lof lreliability, lresponsiveness, lassurance, 

lempathy, land ltangibles l(Ridwan, l2024). lFast, lfriendly, land lresponsive lservice lhas 

lbeen lshown lto lincrease lcustomer lsatisfaction land lloyalty l(Urfanya, l2022). lService 

lquality lsignificantly linfluences lloyalty lthrough lpositive lemotional lexperiences 

l(Tanjung, l2023). lIn lthe lapparel lindustry, lservice lquality lincludes lspeed lof lcomplaint 

lhandling, lease lof lafter-sales lservice, land lgood lcommunication lwith lcustomers 

l(Ridwan, l2024). lThe lrelationship lbetween lservice lquality land lloyalty lis lindirect 

lthrough lcustomer lsatisfaction l(Pahrurozi, l2024). l 

Price lis lthe lamount la lcustomer lmust lpay lto lobtain la lproduct lof la lcertain lvalue 

l(Cahyati, l2021). lPerceptions lof lprice lfairness linfluence lcustomer lsatisfaction llevels 

l(Pratama, l2025). lA lvalue-based lpricing lstrategy lincreases lcustomer lloyalty lby 
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lcreating la lperception lof lbenefits lthat lexceed lthe lprice lpaid l(Pahrurozi, l2024). lThe 

lbalance lbetween lproduct lvalue land lthe lset lprice ldetermines lthe lsustainability lof 

lcustomer lloyalty l(Arini, l2025). lPrices lperceived las lfair lby lconsumers lcan lstrengthen 

lthe lrelationship lbetween lquality land lsatisfaction l(Cahyati, l2021). l 

Customer lsatisfaction lis lan lemotional lstate lthat larises lwhen lthe lresults lobtained 

lmeet lor lexceed lcustomer lexpectations l(Sari, l2023). lCustomer lsatisfaction lacts las la 

lmediating lvariable lbetween lproduct lquality, lservice lquality, land lprice lon lcustomer 

lloyalty l(Dyahtritami, l2023). lHigh lsatisfaction lreduces lcustomer lsensitivity lto 

lcompetitors' lprices l(Rahmadi, l2025). lThe lrelationship lbetween lservice land lloyalty lis 

lindirect lthrough lcustomer lsatisfaction l(Pahrurozi, l2024). lSatisfied lcustomers ltend lto 

lrecommend lproducts lto lothers land lmake lrepeat lpurchases l(Urfanya, l2022). l 

Customer lloyalty lis la lcommitment lto lconsistently lmake lrepeat lpurchases 

laccompanied lby la lpositive lattitude ltoward lthe lbrand l(Razak, l2023). lLoyalty 

lencompasses lan laffective ldimension lin lthe lform lof lemotional lattachment land la 

lconative ldimension lin lthe lform lof lrepurchase lintention l(Tanjung, l2023). lLoyalty lis 

lformed lthrough lsatisfaction land lsocial lrelationships lbetween lcustomers land lthe 

lcompany l(Dyahtritami, l2023). lCustomer lsatisfaction lis la lprimary ldeterminant lof 

lsustained lloyalty l(Pahrurozi, l2024). lHigh lloyalty lreduces lthe linfluence lof lprice lon 

lpurchasing ldecisions l(Rahmadi, l2025). l 

Brand limage lplays la lrole lin lstrengthening lthe lrelationship lbetween lproduct 

lquality land lcustomer lloyalty l(Urfanya, l2022). lPositive lcustomer lexperiences lare la 

lkey ldifferentiator lin lthe lcompetitive lfashion lindustry l(Arini, l2025). lThe ldevelopment 

lof ldigital ltechnology lis lchanging lconsumer lperceptions lof lquality land lservice 

l(Rambis, l2024). lEase lof lonline lordering, lspeed lof ldelivery, land lsecure lpayment 

lsystems lare lpart lof lthe ldimensions lof lmodern lservice lquality lthat linfluence lcustomer 

lsatisfaction land lloyalty l(Urfanya, l2023). l 

The lrelationship lbetween lproduct lquality, lservice lquality, lprice, lsatisfaction, land 

lloyalty lcan lbe lexplained lthrough lcustomer lvalue ltheory land lconsumer lbehavior 

ltheory. lCustomer lvalue ltheory lstates lthat lsatisfaction lis lcreated lwhen lthe lvalue 

lreceived lby lcustomers lexceeds lexpectations lfor la lproduct lor lservice l(Sari, l2023). 

lConsumer lbehavior ltheory lexplains lthat lpurchasing ldecisions land lloyalty lare lthe 

lresult lof lthe linteraction lbetween linternal lfactors lsuch las lemotions, lperceptions, land 

lexperiences lwith lexternal lfactors lsuch las lprice, lquality, land lthe lsocial lenvironment. 

Overall, lprevious lresearch lshows lthat lproduct lquality, lservice lquality, land lprice 

lhave la lpositive leffect lon lcustomer lsatisfaction land lloyalty, lboth ldirectly land 

lindirectly. lCustomer lsatisfaction lacts las la lmediating lvariable, lstrengthening lthe 

lrelationship lbetween lthese lvariables l(Dyahtritami, l2023; lPahrurozi, l2024; lRahmadi, 

l2025). lAdditional lfactors lsuch las lbrand limage land lcustomer lexperience lstrengthen 

lthis lrelationship lin lthe lcontext lof lthe lIndonesian lfashion lindustry l(Urfanya, l2022; 

lArini, l2025). l 
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RESEARCH lMETHOD l 

This lresearch lmethod luses la lquantitative lapproach lwith la lsurvey ldesign lto 

lanalyze lthe linfluence lof lproduct lquality, lservice lquality, land lprice lon lcustomer 

lsatisfaction land lloyalty lat lCV. lPabrik lBaju lBandung. lThe lquantitative lapproach lwas 

lchosen lbecause lit lallows lresearchers lto lobjectively land lsystematically lmeasure land 

ltest lthe lrelationships lbetween lvariables l(Hidayat, l2021). l 

The lstudy lpopulation lincluded lall lcustomers lof lCV. lPabrik lBaju lBandung, lwhile 

lthe lsample lsize lwas ldetermined lat l120 lrespondents lusing lpurposive lsampling, lwhich 

lselects lrespondents lbased lon lspecific lcriteria lrelevant lto lthe lresearch lobjectives, 

lensuring lthat lthe ldata lobtained lreflects lthe lactual lsituation l(Santoso, l2021). l 

The ldata lcollection linstrument lwas la lquestionnaire lconsisting lof lclosed-ended 

lquestions lwith la lLikert lscale lof l1–5, lwhich lwas ltested lfor lvalidity land lreliability lto 

lensure ldata laccuracy land lconsistency l(Fadilah, l2023). lData lprocessing lwas lcarried 

lout lusing lmultiple lregression lanalysis lto lexamine lthe ldirect linfluence lof lproduct 

lquality, lservice lquality, land lprice lon lcustomer lsatisfaction, las lwell las lmediation 

lanalysis lto lexamine lthe lrole lof lsatisfaction las la lmediator lof lcustomer lloyalty l(Putri, 

l2020). l 

The lresults lof lthe lanalysis lare linterpreted lto ldetermine lhow lmuch leach 

lindependent lvariable lcontributes lto lcustomer lsatisfaction land lloyalty land lto lprovide 

lstrategic lrecommendations lfor lmanagement lin limproving lservice lquality land lcustomer 

lloyalty. l 

This lresearch lis ltailored lto lthe lIndonesian lcontext land ldraws lon lrecent lstudies 

lfrom lthe lpast leight lyears lon lproduct lquality, lservice lquality, lprice, lsatisfaction, land 

lcustomer lloyalty l(Rahmawati, l2022; lNugroho, l2021; lWijaya, l2023). lThis lmethod lis 

lexpected lto lyield lvalid, lreliable, land lrelevant lfindings lfor ldeveloping lCV. lPabrik 

lBaju lBandung's lmarketing lstrategy. l 

 

RESULTS AND DISCUSSION  

An Analysis of the Influence of Product Quality, Service Quality, Price Customer, and 

Satisfaction on loyalty at CV. Bandung Clothing Factory  

Table 1.  

Descriptive Statistics of Research Variables 

Variables  N Minimum Maximum Mean Std. Deviation 

Product Quality  100 2.25 5.00 4.2525 .57570 

Service Quality  100 2.50 5.00 4.1550 .57161 

Price  100 2.50 5.00 4.1950 .55343 

Customer 

Satisfaction  

100 3.00 5.00 4.3700 .46122 

Loyalty 100 2.50 5.00 4.2150 .45922 

Source: Processed SPSS Data (2025) 
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The descriptive statistics in Table 1 show that all variables have an average score above 4, 

indicating that respondents tended to rate product quality, service quality, price,  satisfaction, 

and loyalty favorably. The low standard deviation indicates consistency among respondents.  

Table 2. 

 Reliability Test Results 

Variables Cronbach’s Alpha Information 

Product Quality 0.824 Reliable 

Service Quality 0.823 Reliable 

Price 0.797 Reliable 

Customer Satisfaction 0.729 Reliable 

Loyalty 0.716 Reliable 

Source: Processed SPSS Data (2025) 

All variables have a Cronbach's Alpha value above 0.80, so the research instrument 

can be declared reliable and consistent in measuring the construct.  

Table 3.  

Multicollinearity Test Results 

Variables Tolerance VIF Information 

Product Quality 0.613 1.632 There is no 

multicollinearity 

Service Quality 0.490 2.039 There is no 

multicollinearity 

Price 0.508 1.967 There is no 

multicollinearity 

Customer Satisfaction 0.398 2.526 There is no 

multicollinearity 

Source: Processed SPSS Data (2025) 

The VIF value is below 10, and the tolerance is above 0.10, so there are no symptoms 

of multicollinearity between the independent variables.  

Table 4.  

Results Direct Effect of Multiple Linear Regression Analysis I 

Model B Std. Error Beta t Sig. 

(Constant) 1.302 0.929 - 1.401 0.164 

Product Quality 0.140 0.052 0.176 2.717 0.008 

Quality of Service 0.238 0.058 0.296 4.090 0.000 
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Price 0.134 0.059 0.161 2.271 0.025 

Customer Satisfaction 0.399 0.080 0.401 4.982 0.000 

Source: Processed SPSS Data (2025) 

All three variables product quality, service quality, price, and Customer satisfaction 

have a positive and significant influence on Loyalty. Customer satisfaction is the most 

dominant factor, as evidenced by its highest Beta value (0.401).  

Table 5.  

Results Dirrect Effect of Multiple Linear Regression Analysis II 

Model B Std. Error Beta t Sig. 

(Constant) 4.292 1.100  3.902 0.000 

Product Quality 0.270 0.060 0.337 4.532 0.000 

Quality of Service 0.198 0.071 0.245 2.782 0.007 

Price 0.316 0.068 0.379 4.658 0.000 

Source: Processed SPSS Data (2025) 

All three variables—product quality, service quality, and price have a positive and 

significant influence on Customer satisfaction. Price is the most dominant factor, as 

evidenced by its highest Beta value (0.379).  

Table 6.  

F Test Results 

Model  F  Sig.  

Product quality, service quality, price, and Customer 

satisfaction on Loyalty  

73.755 0.000 

Product quality, service quality, and price on 

Customer satisfaction 

48.829  0.000  

Source: Processed SPSS Data (2025) 

The F test shows that the overall regression model is significant (p < 0.001), so that all 

independent variables simultaneously influence customer satisfaction and loyalty.  

Table 7. 

 Coefficient of Determination (R²) 

Model R R Square Adjusted R 

Square 

Std. Error of 

Estimate 

1 0.870 0.756 0.746 0.925 

1 0.777 0.604 0.592 1.179 

Source: Processed SPSS Data (2025) 

The R² value of 0.756 indicates that 75,6% of the variation in loyalty is explained by 

product quality, service quality, price, and customer satisfaction. After looking at the overall 
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table results, the discussion can be concluded as follows. The R² value of 0.604 indicates that 

60,4% of the variation in customer satisfaction is explained by product quality, service 

quality, and price. After looking at the overall table results, the discussion can be concluded 

as follows.  

Table 8. 

 Indirect Effect Customer satisfaction as a Mediation 

 Std Error Beta Sobel Test Sig 

Service Quality (Mediating) 0.080 0.0401 - - 

Product Quality  0.060 0.337 3.740 0.000 

Quality of Service  0.071 0.245 2.842 0.004 

Price  0.068 0.379 3.727 0.000 

Source: Processed SPSS Data (2025) 

Service quality as a mediating product quality, service quality, and price, have a 

positive and significant influence on Loyalty. Product Quality is the most dominant factor, as 

evidenced by its highest Sobel test value (3,740).  

Product quality is a factor in building customer satisfaction and loyalty. This is 

especially true in the fashion industry, as customers place high importance on the quality of 

materials, stitching, comfort, and design. Good product quality also minimizes complaints, 

reduces returns, and increases customer trust in the brand.  

Service quality also has a significant impact. Reliability and responsiveness are the 

most important dimensions, particularly delivery time and order accuracy. Ongoing 

complaints indicate the need for improvements in service and logistics systems.  

Price has a positive effect, power full strong as the other two variables. Customers tend 

to be satisfied if the price is perceived as commensurate with the product's benefits and 

quality. A value-based strategy can help increase positive perceptions of the price offered.  

Overall, the right combination of product quality, service quality, and pricing will 

increase customer satisfaction. combination of product quality, service quality, pricing, and 

customer service will increase customer satisfaction. Improving product quality should be a 

top priority, followed by improvements in service and pricing strategies to ensure a company 

maintains customer satisfaction and competitiveness in the fashion industry.  

The lRole lof lCustomer lSatisfaction las la lMediating lVariable lin lBuilding Consumer 

lLoyalty lto lCV. lPabrik lBaju lBandung l 

Customer lsatisfaction lplays la lcrucial lrole lin lshaping lconsumer lloyalty, 

lparticularly lin lthe lfashion lindustry, lsuch las lCV. lPabrik lBaju lBandung. lCustomer 

lsatisfaction lis lessentially lthe lresult lof lcustomers' levaluation lof ltheir lpurchasing 

lexperience, lwhich loccurs lwhen lproduct land lservice lperformance lmeets lor lexceeds 

lexpectations l(Tjiptono, l2023). lIn lthis lcontext, lsatisfaction lis lnot lonly lthe lultimate 

lgoal lof lthe lcompany lbut lalso lserves las la lbridge lconnecting lproduct lquality, lservice 

lquality, land lprice lto lconsumer lloyalty. lWhen lcustomers lare lsatisfied, lthey lnot lonly 

lmake lrepeat lpurchases lbut lalso lbecome lvoluntary lproduct ladvocates lthrough 

lrecommendations lto lothers. l 
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The lmediating lrole lof lsatisfaction lis levident lin lthe lrelationship lbetween lproduct 

lquality land lloyalty. lIn lthe lapparel lindustry, lproduct lquality lis la lkey lfactor lcustomers 

lassess lwhen lmaking lpurchasing ldecisions. lFit, lcomfortable lfabric, ltrendy ldesign, land 

ldurability lare lsome lindicators lof lproduct lquality lthat linfluence lcustomer lperceptions. 

lWhen la lproduct lis lof lgood lquality, lconsumers ltend lto lfeel lsatisfied land lare 

lencouraged lto lmake lrepeat lpurchases. lMahira land lSari l(2021) lstate lthat lgood 

lproduct lquality lcan lincrease lsatisfaction land lcontribute lto lthe lformation lof lconsumer 

lloyalty, lparticularly lin lthe llocal lfashion lsector. lIn lthis lrelationship, lsatisfaction lacts 

las la lvariable lthat lstrengthens lthe linfluence lof lproduct lquality lon lloyalty. l 

Satisfaction lis lalso la lsignificant lmediator lin lthe lrelationship lbetween lservice 

lquality land lloyalty. lService lquality lencompasses la lcompany's lability lto lprovide 

lresponsive, laccurate, land lfriendly lservice, lwhile lalso lproviding la lsense lof lsecurity 

lto lcustomers. lEmployees lwho lprovide lgood lservice lwill lcreate la lpleasant lshopping 

lexperience. lConsequently, lcustomers lwill lfeel lsatisfied land lwilling lto lmake lrepeat 

lpurchases. lRidwan l(2024) lrevealed lthat lservice lquality lcan lindirectly lincrease lloyalty 

lthrough lthe lsatisfaction lit lcreates. lThis lsuggests lthat lalthough lservice lquality lhas la 

ldirect linfluence lon lloyalty, lthis linfluence lis lstronger lwhen lsatisfaction lis lpresent las 

la lmediating lvariable. l 

Customer lsatisfaction lalso lplays la lrole lin lmediating lthe linfluence lof lprice lon 

lloyalty. lA lprice lperceived las lfair lor lcommensurate lwith lthe lbenefits lreceived lcan 

lcreate la lsense lof lsatisfaction. lHowever, lprice lis lnot lalways lthe ldominant lfactor, las 

lconsumers lconsider lproduct lquality land lservice lmore. lCahyati l(2021) lemphasized 

lthat lthe lperception lof lfair lprices lwill lincrease lsatisfaction, lespecially lwhen lproduct 

lquality lis lperceived las ladequate. lIn lthe lcontext lof lCV. lPabrik lBaju lBandung, 

lcustomers lwho lperceive lthat lthe lproduct lprice lis lcommensurate lwith lthe lquality 

lreceived ltend lto lbe lmore lsatisfied land lmore llikely lto lbecome lloyal lcustomers. 

lHowever, lif lthe lprice lis lperceived las ldisproportionate lto lthe lquality, lsatisfaction lcan 

ldecrease, lresulting lin llower lloyalty llevels. l 

The lrole lof lsatisfaction las la lmediator lcan lbe lexplained lusing lcustomer lvalue 

ltheory, lwhich lstates lthat lcustomers lwill lfeel lsatisfied lwhen lthe lvalue lreceived 

lexceeds lexpectations l(Kotler l& lKeller, l2021). lThis lvalue lcan loriginate lfrom lproduct 

lquality, lservice, lor lprice. lWhen lthe lvalue lreceived lis lhigh, lcustomers lwill lfeel 

lsatisfied, lwhich lthen ldrives lthem lto la lhigher llevel lof lloyalty. lLoyalty litself lcan lbe 

lmanifested lin lseveral lforms, lsuch las lrepeat lpurchases, lwillingness lto lpay lmore, land 

lrecommendations lto lothers. lResearch lby lFitriani l(2022) lshows lthat lsatisfaction lhas 

la lsignificant linfluence lon lloyalty land lalso lmediates lthe lrelationship lbetween lproduct 

lquality land lloyalty. l 

At lCV. lPabrik lBaju lBandung, lcustomer lsatisfaction lhas lproven lto lbe la lkey 

ldriver lof lloyalty. lCustomers lsatisfied lwith lproduct lquality, lservice, land lprice lare 

lmore llikely lto lmake lrepeat lpurchases land lrecommend lthe lcompany lto lothers. lThis 

lis lcrucial lgiven lthe lhighly lcompetitive lnature lof lthe lfashion lindustry. lLosing 

ldissatisfied lcustomers lcan lhave la lnegative limpact, lespecially lif lthey lspread ltheir 
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lnegative lexperiences lto lother lpotential lcustomers. lTherefore, lmaintaining lcustomer 

lsatisfaction lis la lcrucial lstrategy. l 

In lan loperational lcontext, lvarious lstrategies lcan lbe limplemented lto lincrease 

lsatisfaction land lultimately lincrease lloyalty. lCV. lPabrik lBaju lBandung lcan limprove 

lproduct lquality lby lensuring lconsistent lquality lcontrol, lupdating ldesigns lto lreflect lthe 

llatest ltrends, land lusing lhigh-quality lmaterials. lFurthermore, limproving lservice lquality, 

lparticularly lin lterms lof ldelivery lspeed land lorder laccuracy, lcan lprovide la lpositive 

lcustomer lexperience. lStaff ltraining lin lcommunication land lcustomer lservice lskills lis 

lalso lcrucial lfor lstrengthening lcustomer lrelationships. l 

Customer lsatisfaction lcan lalso lbe limproved lthrough lappropriate lpricing 

lstrategies. lCompanies lmust lensure lthat lthe lprices loffered lalign lwith lthe lvalue 

lreceived lby lconsumers. lSome lstrategies lthat lcan lbe limplemented linclude lcompetitive 

lpricing, lloyalty ldiscounts, lbundling lpackages, lor lexclusive loffers lfor lloyal lcustomers. 

lArini l(2025) lstates lthat la lvaluebased lpricing lstrategy lcan lincrease lpositive lcustomer 

lperceptions land lfoster llong-term lloyalty. l 

Furthermore, lit lis lcrucial lfor lcompanies lto lregularly lmeasure lcustomer 

lsatisfaction llevels. lCustomer lsatisfaction lsurveys, lproduct lreviews, land lan leffective 

lcomplaints lsystem lcan lprovide lvaluable ldata lon lareas lfor limprovement. lThis ldata 

lcan linform lstrategic ldecisions lrelated lto lproduct ldevelopment land lservice 

limprovement. lThis laligns lwith lSuryani's l(2023) lopinion lthat la ldeep lunderstanding lof 

lcustomer lsatisfaction lis la lcrucial lprerequisite lfor lmaintaining la lcompetitive lposition 

lin lthe lmarket. l 

From la lrelationship lmarketing lperspective, lcustomer lsatisfaction lnot lonly lcreates 

ltransactional lloyalty lbut lalso laffective lloyalty, lthe lemotional lbond lformed lbetween la 

lcustomer land la lbrand. lAffective lloyalty lis lmore ldifficult lfor lcompetitors lto lbreak 

lbecause lcustomers lfeel la lpersonal lconnection lwith lthe lbrand. lCustomers lwith lhigh 

lloyalty ltend lto lremain lloyal ldespite lattractive loffers lfrom lcompetitors. lTherefore, 

lcompanies lneed lto lbuild lemotional lrelationships lwith lcustomers lthrough lconsistent 

lcommunication land lcustomeroriented lservice l(Urfanya, l2022). l 

Overall, lcustomer lsatisfaction lplays la lkey lrole las la lmediating lvariable lin 

lshaping lconsumer lloyalty ltowards lCV. lPabrik lBaju lBandung. lProduct lquality, lservice, 

land lprice lpositively linfluence lsatisfaction, lwhich lthen lleads lto lloyalty. lHowever, 

lsatisfaction lreinforces lthe linfluence lof lthese lvariables, lthus lstrengthening lthe 

lrelationship. lTherefore, lthe lmanagement lof lCV. lPabrik lBaju lBandung lneeds lto 

lprioritize limproving lcustomer lsatisfaction las la lprimary lstrategy lin lmaintaining land 

lenhancing lcustomer lloyalty. l 

Efforts lto limprove lproduct lquality, lservice, land lappropriate lpricing lstrategies 

lmust lbe lcarried lout lconsistently land lsustainably. lFurthermore, lcompanies lneed lto 

lidentify lthe lfactors lthat lmost linfluence lcustomer lsatisfaction lthrough lmarket lresearch 

land lcustomer lfeedback. lThis lway, lthe lstrategies limplemented lcan lbe ltargeted land 

lhave la lsignificant limpact lon lbuilding lloyalty. lIn lthe llong lterm, lsatisfied land lloyal 

lcustomers lwill lbe la lvital lasset lfor lthe lcompany, lnot lonly lproviding lrecurring 

lrevenue lbut lalso lhelping lexpand lthe lmarket lthrough lpositive lrecommendations. l 
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Implications lof lResearch lFindings lfor lStrategies lto lImprove lMarketing 

lPerformance land lCustomer lLoyalty lat lCV. lPabrik lBaju lBandung l 

The lresearch lfindings lregarding lthe linfluence lof lproduct lquality, lservice lquality, 

land lprice lon lcustomer lsatisfaction land lloyalty lat lCV. lPabrik lBaju lBandung lprovide 

lseveral limportant limplications lfor lcompanies lin limproving lmarketing lperformance 

land lmaintaining lcustomer lloyalty. lOverall, lthe lresults lindicate lthat lproduct lquality lis 

lthe lmost ldominant lfactor linfluencing lsatisfaction, lfollowed lby lservice lquality land 

lprice. lFurthermore, lcustomer lsatisfaction lhas lbeen lshown lto lbe la lsignificant lmediator 

lin lshaping lloyalty. lThese lfindings lcan lbe lused las la lbasis lfor lformulating lmore 

leffective land lsustainable lmarketing lstrategies. l 

First, limproving lproduct lquality lmust lbe la ltop lpriority lin lCV. lPabrik lBaju 

lBandung's lmarketing lstrategy. lGood lproduct lquality lenhances lthe lcompany's 

lperceived lvalue land lcredibility lin lthe leyes lof lcustomers. lMahira land lSari l(2021) 

lemphasized lthat lproduct lquality lis la lkey lattribute linfluencing lrepurchase ldecisions 

lin lthe lfashion lindustry. lTherefore, lcompanies lneed lto lensure lthat ltheir lproducts lmeet 

lconsumer lquality lstandards, lincluding lmaterials, lstitching, lsizing laccuracy, land ldesign 

lalignment lwith lmarket ltrends. lRegular lquality levaluation lprograms, lstrict lmonitoring 

lof lthe lproduction lprocess, land ldesign linnovation lcan lbe lstrategic lsteps lto lmaintain 

land limprove lproduct lquality. l 

Second, lservice lquality limprovements lmust lbe lcarried lout lin la lstructured land 

lcontinuous lmanner. lService lquality lnot lonly lconcerns ldirect linteractions lbetween 

lstaff land lcustomers lbut lalso lincludes lreliability lin lorder lfulfillment, lresponsiveness 

lto lcomplaints, land lspeed lof linformation ldelivery. lTjiptono l(2023) lstates lthat lgood 

lservice laspects lcan limprove lthe loverall lcustomer lexperience land lstrengthen ltheir 

ltrust lin lthe lcompany. lTherefore, lemployee ltraining lrelated lto lcommunication lskills, 

lprofessionalism, land lresponse lto lcustomer lcomplaints lis lessential. lFurthermore, 

lcompanies lcan lconsider limplementing la ldigital-based lservice lsystem lto lmake lit 

leasier lfor lcustomers lto lplace lorders, ltrack lproducts, land lfile lcomplaints. l 

In laddition lto lpersonalized lservice lquality, limprovements lin lsystems laspects lare 

lalso limportant, lsuch las lthe luse lof lan lorder lmanagement lsystem lto lreduce lorder 

lerrors land lthe ldevelopment lof la llogistics lsystem lto lensure ltimely ldelivery. lRidwan 

l(2024) lstated lthat lfast land laccurate lservice lis la lcrucial lfactor lin lbuilding lcustomer 

lsatisfaction land lmaintaining lloyalty. lTherefore, lincreasing lefficiency lthroughout lthe 

lsupply lchain land ldistribution lsystem lwill lhelp lcompanies lmeet lcustomer 

lexpectations, lreduce lpotential lcomplaints, land lenhance lthe lpurchasing lexperience. l 

Third, lan lappropriate land lcompetitive lpricing lstrategy lis lessential lto lsupport 

limproved lmarketing lperformance. lPrice lis la lcrucial lfactor linfluencing lcustomers' 

lperceived lvalue lof la lproduct. lAccording lto lCahyati l(2021), lfair lpricing 

lcommensurate lwith lproduct lquality lcan lincrease lcustomer lsatisfaction land linfluence 

lloyalty. lTherefore, lcompanies lneed lto lconduct lregular lmarket lresearch lto ldetermine 

lcompetitive lprices lwhile lstill lreflecting lproduct lvalue. lA lvalue-based lpricing lstrategy 

lcan lbe limplemented, lwhere lprices lare ldetermined lbased lon lperceived lcustomer 
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lbenefits. lAdditionally, ldiscount lprograms, lbundling lpackages, lor lproviding lincentives 

lto lloyal lcustomers lcan lbe leffective ladditional lstrategies lfor lmaintaining lloyalty. l 

The lfinding lthat lsatisfaction lplays la lmediating lrole lin lshaping lcustomer lloyalty 

limplies lthat lefforts lto lincrease lloyalty lmust lbegin lwith lcreating lhigh llevels lof 

lsatisfaction. lFitriani l(2022) lemphasized lthat lsatisfied lcustomers lare lmore llikely lto 

lmake lrepeat lpurchases land lprovide lpositive lrecommendations. lTherefore, lcompanies 

lneed lto lfocus lon lcreating la lholistic, lpositive lcustomer lexperience, lfrom lthe lpre-

purchase lstage lto lafter-sales. lA lgood lcustomer lexperience lwill lhelp lstrengthen lthe 

lemotional lbond lbetween lcustomers land lthe lcompany, lthus lmaintaining llong-term 

lloyalty. l 

From la lmarketing lmanagement lperspective, lresearch lfindings lunderscore lthe 

limportance lof la lcustomer-centric lapproach, lplacing lcustomer lneeds land lexpectations 

lat lthe lcenter lof lall lbusiness lactivities. lThis lapproach linvolves la ldeep lunderstanding 

lof lcustomer lneeds, lpurchasing lbehavior, land lthe lfactors linfluencing lsatisfaction land 

lloyalty. lCompanies lcan lconduct lregular lsatisfaction lsurveys lto lidentify lareas lfor 

limprovement land lareas lof lstrength. lThe ldata lobtained lcan lbe lused lto lformulate 

lmarketing lstrategies lthat lare lmore ltargeted land lresponsive lto lcustomer lneeds 

l(Suryani, l2023). l 

Furthermore, lin ltoday's ldigital lera, ltechnology lutilization lhas lbecome la lcrucial 

lpart lof lmarketing lstrategies. lThe luse lof lsocial lmedia, le-commerce lplatforms, land 

lcustomer lmanagement lsystems l(CRM) lcan lhelp lcompanies lexpand ltheir lmarket 

lreach, limprove lcustomer linteractions, land lmanage lcustomer lrelationships lmore 

leffectively. lKotler land lKeller l(2021) lstate lthat ldigitalization lcan lhelp lcompanies 

lunderstand lcustomer lpreferences lmore ldeeply lthrough ldata lgenerated lfrom lonline 

linteractions. lBy lleveraging lthis ldata, lcompanies lcan ldesign lpromotions lthat lare lmore 

lpersonalized land lrelevant lto lcustomer lneeds. l 

Companies lalso lneed lto ldevelop leffective lcommunication lstrategies lto lstrengthen 

ltheir lbrand limage. lClear land lconsistent lcommunication lregarding lproduct lquality, lthe 

lvalue loffered, land lthe lcompany's lcommitment lto lcustomer lservice lcan lincrease 

lcustomer ltrust land lloyalty. lCommunication lcan lbe lconducted lthrough lvarious 

lchannels, lsuch las lsocial lmedia, lwebsites, lproduct lcatalogs, land lcustomer lservice. 

lAccording lto lUrfanya l(2022), lgood lcommunication lcan lstrengthen lcompany-customer 

lrelationships land lincrease llong-term lloyalty. l 

Furthermore, lcollaborating lwith linfluential lparties lin lthe lfashion lindustry lcan 

lalso lhelp limprove lmarketing lperformance. lFor lexample, lpartnering lwith llocal 

linfluencers lto lpromote lproducts lcan lhelp lexpand lmarket lreach land lincrease lbrand 

lappeal lamong lconsumers. lThis lcollaboration lcan lmake lit leasier lfor lcompanies lto 

lenter lnew lmarket lsegments land lbuild lloyalty lthrough lcredible lthird-party 

lrecommendations. l 

Overall, lthe lresearch lfindings lindicate lthat limproving lproduct lquality, lservice, 

land lcompetitive lpricing, lalong lwith la lfocus lon lcustomer lsatisfaction, lare lkey 

lstrategies lfor lincreasing lcustomer lloyalty. lThis lloyalty lbecomes la lsignificant lasset 

lfor la lcompany, lcreating la lstable lrevenue lstream, lreducing lnew lcustomer lacquisition 
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lcosts, land lstrengthening lits lmarket lposition. lTherefore, lcompanies lneed lto lformulate 

la lcomprehensive lmarketing lstrategy lthat lencompasses limproving lproduct lquality land 

lservice, lappropriate lpricing, land lutilizing ltechnology land leffective lcommunication. l 

Going lforward, lcompanies lneed lto lregularly levaluate ltheir lmarketing lstrategies 

lto lensure lthey lremain lrelevant lto lchanging lcustomer lpreferences land lneeds. 

lFurthermore, lfurther lresearch lcan lbe lconducted lto lexplore lother lvariables lthat lmay 

linfluence lcustomer lloyalty, lsuch las lbrand limage lor ldigital lexperience. lThis lway, 

lcompanies lcan lcontinuously ladapt land linnovate lto lmaintain lhigh lmarketing 

lperformance land lcustomer lloyalty lamidst ldynamic lmarket lcompetition. l 

 

CONCLUSION l 

This lstudy laims lto lanalyze lthe linfluence lof lproduct lquality, lservice lquality, land 

lprice lon lcustomer lsatisfaction land lloyalty lat lCV. lPabrik lBaju lBandung. lBased lon 

lthe lresults lof lthe ldata lanalysis land ldiscussion, lseveral limportant lconclusions lcan lbe 

ldrawn. lFirst, lproduct lquality lis lproven lto lbe lthe lmost ldominant lfactor lin lincreasing 

lcustomer lsatisfaction. lThis lindicates lthat lfashion lindustry lcustomers lhighly lconsider 

lthe lphysical lqualities lof lproducts, lsuch las lmaterial, ldesign, land ldurability, lin 

lassessing ltheir lsatisfaction. l 

Second, lservice lquality lalso lhas la lpositive land lsignificant limpact lon lcustomer 

lsatisfaction. lFast, lresponsive, land laccurate lservice lplays la lcrucial lrole lin lcreating la 

lpleasant lshopping lexperience. lHowever, lresearch lfindings lindicate lthat lseveral 

lchallenges lremain lregarding ldelivery laccuracy land lorder lhandling, lnecessitating 

lconsistent lservice limprovements. l 

Third, lprice lhas la lpositive leffect lon lsatisfaction, lalthough lits lcontribution lis 

lless lthan lthat lof lproduct land lservice lquality. lCustomers lare lmore llikely lto laccept 

lthe lprice loffered lif lthe lproduct's lvalue land lbenefits lmatch ltheir lexpectations. l 

Fourth, lcustomer lsatisfaction lacts las la lcrucial lmediator llinking lproduct lquality, 

lservice lquality, land lprice lto lcustomer lloyalty. lSatisfied lcustomers lare lmore llikely lto 

lmake lrepeat lpurchases land lprovide lpositive lrecommendations, lthus lstrengthening 

ltheir lloyalty lto lthe lcompany. l 

Overall, lthis lstudy lconfirms lthat lthe lcombination lof lsuperior lproduct lquality, 

lgood lservice, land lcompetitive lpricing lis la lkey lstrategy lin lbuilding lcustomer 

lsatisfaction land lloyalty. lThese lfindings lhave limportant limplications lfor lCV. lPabrik 

lBaju lBandung lin lformulating lmore leffective land lsustainable lmarketing lstrategies. 

lThe lcompany lneeds lto levaluate land limprove laspects lof lproduct lquality, lservice, land 

lpricing lto lbe lable lto lcompete loptimally lin lthe lincreasingly ldynamic lfashion lindustry. 

lFurthermore, lfuture lresearch lis lexpected lto lincorporate lother lvariables lsuch las lbrand 

limage lor ldigital lexperience lto lgain la lmore lcomprehensive lunderstanding lof lthe 

lfactors linfluencing lcustomer lloyalty lin lthe lIndonesian lfashion lsector. l 
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