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Abstract

This study aims to examine the effect of marketing public relations, service quality, and brand awareness on
customer loyalty of PT Pos Indonesia. The population is the consumers of PT Pos Indonesia. The 100 samples
are selected using the convenience random sampling method. Data were collected by questionnaires distributed
directly to consumers. The obtained data are analyzed by multiple regression analysis. The results are follows.
First, marketing public relations has a positive and significant effect on customer loyalty. Second, Service
quality has a positive and significant effect on customer loyalty. Third, brand awareness has a positive and
significant effect on customer loyalty. Marketing public relations, service quality and brand awareness
simultaneously also have positif and significant effect on customer loyalty.
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INTRODUCTION

Competition in logistics business is tight and increasingly wide open for both new and old players in Indonesia.
Every company must have a target that must be achieved. The applied strategy must also be appropriate in order
it can develop as expected. Companies must take advantage of every opportunity and threats to determine the
right strategy to run. A customer continuously and repeatedly comes to same place to satisfy his desire by having
a product or service and paying them.

The modern era shows rapid development of technology and has been widely used in various circles of
society. One part of the technology is the internet. The e-Marketer market research institute showed the
population of Internet users in Indonesia reached 102.8 million people in 2016 and is among the 6" largest
internet user countries in world. The e-Marketer estimates that Indonesian netters will reach 112.6 million people
in 2017, beating Japan in 5" place, where the growth in number of internet users is slower. The internet advent
gives opportunity to the business people to start business online where the role of delivery service companies is
very important.

Kotler and Keller (2015: 36) defined service as an action or performance offered to another that is
essentially intangible and does not result in any ownership. Its production may or may not be linked to a physical
product. Nonetheless, a growing number of manufacturers, distributors, and retailers are providing value-added
services, or excellent customer service, to differentiate them.

In this case the service quality is a determining factor of customer loyalty after making a purchase and
product usage. The good service quality can fulfill the desires and needs of consumers for a product, thus
triggering consumers to use these services continuously. This is called customer loyalty. Oliver in Hidayat (2015:
36) stated that loyalty is defined as a deeply held commitment to buy or re-support a preferred product or service
in future even though the influence of the situation and marketing efforts has the potential to cause customers to
switch.

Kotler & Keller (2015:61) stated that in addition to service quality, services must also consider brands for
positioning and targeting different market segments. The services are intangible and customers often make
decisions and arrangements about services in places far from actual location of the service (at home or in office),
and the brand reminders are very important. A memorable brand name becomes a very important element. Other
brand elements such as logos, character symbols and slogans can also accompany the brand name to build brand
awareness and brand image.

The brand awareness is the ability of a brand to appear in minds of consumers when they are thinking about
a particular product and how easily the name is raised. Brand awareness is a basic dimension in brand equity. A
brand has no equity until consumers are aware of the brand's existence. The new brand must be able to achieve
brand awareness. Then, all brands must strive to maintain brand awareness (Suyatno, 2013: 70).

Hasan (2013:32) explained that company's performance assessment can be seen from growth dimension and
related finance, which can be related to company's past performance. The second dimension is observing aspects
of the company's current performance. This relates to non-financial aspects, which are still vital for company,
such as aspects of customer performance. Customer performance means that entrepreneur should have a satisfied
and loyal customer base, it is important for company to remain competitive. The third dimension is future-
oriented company performance, for example aspects of company innovation. The innovation will lead to
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competitive advantage where the indicators of innovation involve questions related to company's ability to
develop new products, processes or services.

Zainal and Muhibudin (2015:12) revealed that maintaining loyal customers and keeping them from
switching to similar goods delivery services are important things to bind customers. One effective way to
achieve customer loyalty is through marketing public relations activities. Public relations marketing or marketing
in public relations and publicity is a variation programs designed to promote or protect the image of a company
or its individual products. Based on above description, this research examines the effect of marketing public
relations, service quality and brand awareness on customer loyalty.

LITERATURE REVIEW
Marketing
The American Marketing Association (AMA) defines marketing as the process of planning and executing the
conception, pricing, promotion, and distribution of ideas, goods and services to create exchanges that will satisfy
the goals of individuals and organizations. Kotler and Amstrong (2015) defined the marketing as the activity of
analyzing, organizing, planning, and supervising the resources, policies, and activities to affect the company's
customers with aim to satisfy the needs and desires of selected customer groups for profit.

Based on above definition, it can be concluded that marketing is the activity of a company aimed at meeting
the needs and wants of consumers by creating goods and services. It can be done by setting prices, and
distributing them to market according to needs and purchasing power of consumers or customers.

Service
Adam (2015: 10) defined service as something from one party to another which basically intangible and does not
create a transfer of ownership. Santon in Alma (2013: 243) stated that a service is something that can be
identified separately, intangible, offered to meet needs. Services can be produced by tangible or intangible
objects.

Lovelock (2011) defined service as an economic activity offered by one party to another. The activities are
done within a certain period of time (time-based), in form of an activity (performances) that will bring the
desired results to recipient, object, or other assets that are the responsibility of the buyer. The customers expect
to get value from access to certain goods, labour, expertise, facilities, networks and systems in exchange for
money, time and effort, service, but customers usually will not get the property rights of these elements.

Marketing Public Relations

Kotler and Amstrong (2015) stated that public relations (PR) is a management function to evaluate public
attitudes, identifies the policies and procedures of an individual or organization based on public interest and runs
programs to get public understanding and acceptance. Lovelock and Jonchen (2011) defined the public relations
as an art and social science that can be used to analyze trends, predict their consequences, advise organizational
leaders, and implement planned programs of activities that serve the public interest.

Lupiyoadi (2013) also explained that public relations was something that summarizes the overall planned
communication, both internally and externally, between an organization and all its audiences in order to achieve
specific goals based on mutual understanding. Based on above three expert definitions, it can be concluded that
public relations is the art to create a better public understanding to deepen the public trust in an individual or
organization.

Service quality
Hardiansyah (2011: 36) stated that service quality was a dynamic condition related to products, services, people,
processes and environment to meet or exceed the expectations. Kotler and Amstrong (2015) stated that service
quality was everything that can meet the desires or needs of customers.

Lovelock and Jonchen (2011) defined service quality as the service provided to customers in accordance
with service standards that have been standardized as guidelines in providing services. The service quality is the
overall characteristics of a product or service to affect its ability to satisfy stated or implied needs.

Brand Awareness
Suyatno (2013: 70) stated that brand awareness was the ability of a brand to appear in minds of consumers when
they are thinking about a particular product and how easily the name is raised. Brand awareness is a basic
dimension in brand equity. A brand has no equity until consumers are aware of the brand's existence. The new
brand must be able to achieve brand awareness. Then, all brands must strive to maintain brand awareness.
Durianto, Sugiarto and Sitinjak (2014: 54) explained that brand awareness was the ability of a potential
buyer to recognize and recall a brand as part of a certain product category. The part of a category needs to be
emphasized because there is a strong relationship between the product category and the brands. Brand awareness

11



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Journal miy

Vol84, 2022 NSTE

requires continuum ranging from an uncertain feeling that a particular brand has been known before, so that
consumers believe that product is the only brand in a product group. This continuum can be represented in
different levels of brand awareness.

Customer loyalty
Hasan (2013:134) explained that loyalty is a psychological condition (attitude and behavioral) related to attitudes
towards products, consumers will create beliefs, determine likes or dislikes, and decide whether they will buy the
product. Attitude dimension is the customer's intention and preference to buy a particular service or product.
Intention to buy or recommend and preference for a company is an important factor in determining business in
future. Kotler and Amstrong (2015) stated that customer loyalty is a combination of intellectual and emotional
processes between customers and company. Loyalty is elusive (cannot be measured) and intangible (cannot be
managed).

Attitude measures loyalty as an interval or continuum scale (a degree of loyalty). Therefore, main purpose
of measuring loyalty based on an attitude perspective is not to find out whether a person is loyal or not, but to
understand intensity of his loyalty to a particular brand or store (Ali Hasan: 139).

Conceptual Framework and Hypothesis
The market public relation, service quality and brand awareness affect on customer loyalty. Based on above
description, the conceptual framework of this research can be shown in figure 1.

Marketing Public
Relation

Service Quality Customer Loyalty

Brand Awareness

Figure 1. Research Framework

Based on research framework, the research hypothesis can be formulated below.
H1. The marketing public relations variable has a positive and significant effect on customer loyalty at PT
Indonesia Post in Surabaya.
H2. The service quality variable has a positive and significant effect on customer loyalty at PT Indonesia Post in
Surabaya.
H3. Brand awareness variable has a positive and significant effect on customer loyalty at PT Indonesia Post in
Surabaya.

RESEARCH METHODS
This research was done using quantitative methods (Sujarweni, 2015: 89). This study uses four variables,
consisting of one dependent variable of customer loyalty and three independent variables of marketing public
relations, service quality and brand awareness (Sugiyono, 2016: 3). The quantitative data is in form of numbers
whose nature can be calculated and measured in number to be processed using statistical methods. The data
sources of primary data obtained directly collected from respondents and secondary data obtained from journals,
books, previous research (Masyhuri, 2011:153).

The study populations are all consumers who buy services at PT Pos Indonesia in Surabaya. The sample of
this study was 100 consumers selected by convenience random sampling method. Data were collected using a 5-
point Likert scale questionnaire, starting from S=strongly agree, 4=agree, 3=neutral, 2=disagree and 1=strongly
disagree (Sugiyono, 2016:137). The data obtained were then analyzed for validity and reliability, followed by
multiple regression analysis and was done using the statistical program SPSS 22 (Statistic Program for Social
Science).

RESULTS AND DISCUSSION

The majority of respondents (55%) are male while the remaining 45%) are female. The majority of respondents
are aged 21-30 years (60%) while the rest are above 31 years old. The majority of respondents (38%) have a
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bachelor's degree, while the rest have primary to high school education. The majority of respondent income are
1-3 million (61%), while those under 1 million are only 4% and rest are above 3 million.

To support the regression analysis, it is necessary to test the validity and reliability of the questionnaire,
followed by classical assumption test. After all the requirements of validity, reliability and classical assumptions
are met, and then the test is done using multiple regression analysis using SPSS Version 22. The results of the
analysis show r arithmetic > r table or sig value <0.05. This means that all of the question items are valid.
Reliability test is done by looking at alpha value. The test results show that all alpha values are greater than 0.6,
this means that answers given by respondents are reliable.

Classical assumption test includes normality, multicollinearity, autocorrelation and heteroscedasticity tests.
The results of the normality test show that confounding variable or residual has a normal distribution because it
has a significance value greater than 0.05. It means that data has normal distribution. The multicollinearity test
examines a correlation between the independent variables in regression model. The analysis results show that all
variables are independent from multicollinearity (non-multicollinearity). This is evidenced by all variables
having tolerance values > 0.1 and VIF < 10. The autocorrelation test examines a correlation between the error or
disturbance of t period and confounding error of previous period (t-1) in linear regression model. The results of
autocorrelation test show that Durbin Watson value of 1.827 is between dU to 4-dU. There is no autocorrelation
in research models. Heteroscedasticity test examines the inequality of variance from residual of one observation
to another observation. The results of heteroscedasticity test show that all variables have a significance value >
0.05. This means that all variables are free from heteroscedasticity (Sugiyono, 2016:137). The next step is
multiple regression analysis. The results of the analysis are shown in table 1.

Table 1. Multiple Linear Regression Test Results
Dependent Variable: Human development index

Variable Unstandardized coefficient B t count Sig.
Marketing public relation 301 2.211 .020
Service quality .449 3.263 .000
Brand awareness 317 2.324 .022

Constant 0.962
Feount; Sig 53,348; 0.000
Rsquare 0.772

Source: Data processed by SPSS 22

Table 1 show that value of determination coefficient (R square) for multiple regressions between the
independent variables and dependent variable is 0.772. This shows that marketing public relation, service quality
and brand awareness simultaneously affect on customer loyalty by 77.2% and remaining 22.8% are affected by
other factors that are not investigated in this research.

Constants are fixed numbers without the effect on other variables. Table 1 shows the constant value is 0.962.
This means that value of consumer loyalty will be 0.962 without being affected by marketing public relation,
service quality and brand awareness variables. The significance of F test (probability) is 0.000 (p<0.05) and
calculated F value is 53.348 greater than the F table (2.81). It means that marketing public relations, service
quality, and brand awareness simultaneously affect on consumer loyalty.

Marketing public relations regression coefficient is 0.317, indicating a positive (unidirectional) relationship
between marketing public relations and customer loyalty at PT Pos Indonesia in Surabaya. Therefore, first
hypothesis that marketing public relations has a positive and significant effect on customer loyalty is accepted.
These results indicate that better marketing public relations will increase the customer loyalty to company. In
other words, if the marketing public relations variable increases by 1 unit, then customer loyalty will increase by
0.317 assuming the other variables are constant. The results of this study are in line with research of Zephaniah
et al. (2020) that good public relations will be able to increase consumer loyalty.

The service quality regression coefficient of 0.349 indicates the direction of the positive relationship
(unidirectional) between the service quality variable and customer loyalty of PT Pos Indonesia in Surabaya.
Therefore, second hypothesis that service quality has a positive and significant effect on customer loyalty is
accepted. These results indicate that better the service quality provided by PT Pos Indonesia employees in
Surabaya, more customer loyalty to company will increase. In other words, if the service quality variable
increases by 1 unit, then customer loyalty will increase by 0.349 assuming the other variables are constant. The
results of this study are consistent with research of Steinhoff and Zondag (2021) who found that service quality
had a positive and significant effect on consumer loyalty.

Regression coefficient of brand awareness is 0.362, indicating a positive (unidirectional) relationship
between brand awareness and customer loyalty at PT Pos Indonesia in Surabaya. Therefore, third hypothesis that
brand awareness has a positive and significant effect on customer loyalty is accepted. In other words, if the brand
awareness variable increases by 1 unit, then customer loyalty will increase by 0.362 assuming the other variables
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are constant. The results of this study are consistent with research of Abou-Shouk and Soliman (2021, 2021)
which found that brand awareness has a significant effect on consumer loyalty.

CONCLUSIONS AND SUGGESTIONS

The research examines the effect of marketing public relation, service quality and brand awareness on customer
loyalty. The conclusions of this study can be presented below.

1. Marketing public relations has a positive and significant effect on customer loyalty.

2. Service quality has a positive and significant effect on customer loyalty.

3. Brand awareness has a positive and significant effect on customer loyalty.

Based on above conclusions, the PT Pos Indonesia company should improve the customer loyalty by
making improvements in promotions to attract consumers, including monitoring new product launch events,
building consumer interest in a product category, defending products that have problems and build a corporate
image to support the service program. In addition, improvements need to be made in responding to the customer
complaints. Last, promotions should be done repeatedly to attract new customers and improve the service quality
such as the accuracy and speed of goods, as well as loss of goods guarantees to keep customers loyal.

This research has some limitation. First limitation is the limited variables and population. Future research
should add other research variables and expand population and years of research to make complete research.
Other research variables that can be used are discount rate. Second limitation is the study uses multiple
regression analysis, future researchers should use a more thorough analysis, such as PLS or AMOS.
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