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Abstract

This study investigates customer loyalty in the automotive after-sales service sector by
introducing online booking service quality as a novel construct alongside service quality and
price, with customer trust as a mediating variable. Unlike prior studies that focus primarily on
traditional service delivery, this research captures the digital transformation of customer
interactions in the Industry 4.0 era. Using a quantitative approach with Structural Equation
Modeling—Partial Least Squares (SEM-PLS), data were collected from 250 repeat customers at
Agung Toyota Pekanbaru through stratified cluster random sampling. Results indicate that
service quality and online booking services significantly influence both trust and loyalty, while
price affects loyalty but not trust. Trust mediates the relationship between service quality and
loyalty but unexpectedly weakens the link between online booking services and loyalty when
trust levels are low. These findings contribute to service marketing theory by revealing the
conditional role of trust in digital service contexts and highlight the need for integrated offline—
online strategies to enhance loyalty in automotive after-sales services.

Keywords: Service quality, price, online booking service, customer trust, customer loyalty,
SEM-PLS, automotive after-sales.

INTRODUCTION

The automotive sector is one of the most promising business sectors in Indonesia. In fact, the
automotive business has become an important pillar in the country's manufacturing sector,
prompting many world-renowned car companies to open car manufacturing plants to increase
production capacity in Indonesia. Currently, Indonesia has become the second-largest automotive
manufacturing industry in Southeast Asia after Thailand, which accounts for approximately 50%
of vehicle production in the ASEAN region and serves as a production hub for automobiles,
particularly for export to several countries in Southeast Asia, according to data from
(ReportIndonesialnvestments, 2024).

As the automotive industry in the country continues to grow rapidly, the Ministry of Industry is
focused on efforts to boost the performance of the national automotive industry to enhance its
global competitiveness. This is also supported by the aggressive efforts of several manufacturers
to penetrate and expand their export markets. Minister of Industry Agus Gumiwang Kartasasmita
stated that the strength of the national automotive industry is currently supported by 23
companies producing four-wheeled or more motor vehicles with a total capacity of 2.35 million
units per year(Ministry of Industry, 2023). Toyota, which focuses on quality and reliability, has
successfully built a strong reputation, thereby increasing customer trust and loyalty. This is
evident over the past decade as Toyota has been the market leader in the automotive industry in
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Indonesia (Gaikindo, 2024).

Currently, Toyota has a widely recognized brand, and it consistently focuses on sustainable
marketing efforts. According to the American Marketing Association(Kotler & Amstrong, 2020),
marketing is the process or steps involved in creating, communicating, and delivering value to
customers. In the business world, marketing is the primary tool for competing with rivals.
Effective marketing can attract new customers while retaining existing ones. Targeted marketing
helps reach audiences that align with the company's consumer profile, thereby enhancing their
loyalty.

Through marketing, companies can gather information about consumer needs and preferences.
With this understanding, Toyota remains committed to developing and delivering the best
products and services with high-quality standards. By providing quality products and services,
trust is built among customers, fostering a close relationship that ultimately leads to customer
loyalty.

Customer loyalty, according to Oliver, is a strong commitment by customers to consistently
purchase or prioritize a particular product or service, leading to repeat purchases of the same

e
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brand, even if customers are influenced by situational factors or marketing from competitors to
switch to another brand.
Although Toyota is currently the market leader, the company still has a lot of work to do to stay
ahead of its competitors. According to data from the Indonesian Automotive Industry
Association (Gaikindo), Toyota's car sales over the past decade have been strong, both in terms
of wholesale sales (factory to dealer) and retail sales (dealer to consumer).
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The figure above shows the sales trend of Toyota cars from 2012 to 2023, both in terms of
wholesale and retail sales, which tend to decline. The highest sales transactions, both wholesale
and retail, occurred in 2013, with 434,232 units sold in wholesale transactions and 434,808 units
in retail sales. However, overall, sales transactions over the past decade have been fluctuating
and generally declining. This issue did not arise without cause; one of the main factors
contributing to it is a change in customer behavior related to customer trust and loyalty toward
the company's products or services.

The declining trend in Toyota vehicle sales is the cumulative result of all transactions occurring
at agents, dealerships, and official showrooms, which serve as extensions of the distribution
channel for Toyota brand vehicles in Indonesia. PT. Toyota-Astra Motor (TAM), as the sole
agent, importer, and distributor for Toyota and Lexus vehicles in Indonesia, officially appointed
PT. Agung Concern as one of the official dealers and showrooms for Toyota vehicles in the
Surabaya and Pekanbaru regions in 1972. Over time, in 2014, all business units of Agung
Concern underwent a brand identity change to become Agung Toyota Pekanbaru.

One aspect of measuring customer trust and loyalty can be seen from the frequency of repeat
purchases (re-purchases) made by customers. In their research(Yum & Yoo, 2023), it was stated
that when customers trust and are satisfied with the products or services they receive, they tend
to become more loyal and more likely to make repeat purchases (re-purchases) or choose that
brand as their primary option. A strong commitment to consistently use a product or service
again in the future, regardless of situational factors or marketing efforts, is referred to as
customer loyalty.

Customer behavior in continuously using a product or service indicates that the customer is loyal
to that product or service. In their research(Gultom et al., 2020), it is mentioned that loyal
customers will continue to use products or services from the same company. Loyalty not only
serves as a strong foundation for the company but also reflects the company's potential for future
growth. This is also supported by research conducted by (Jenneboer, 2022; Wetri Efita, 2023).
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Thus, it can be concluded that several studies link consumer behavior in purchasing products and
using services at workshops continuously, demonstrating positive attitudes and tendencies
toward using services at workshops, which indicates the high level of loyalty customers possess.
In addition to customer re-purchase issues, another important aspect that can enhance customer
trust and loyalty is the company's ability to handle customer complaints. If a company addresses
complaints seriously and implements continuous improvements, customers will feel that the
company cares about the quality of its products and services. A good response or handling of
customer complaints can restore customer trust when there are issues with service delivery(Awa
et al., 2021). Research findings(Ramadhany, 2022)indicate that trust plays a significant role in
building customer loyalty, meaning that the more frequently customers purchase or use a
particular product or service, the higher the likelihood of trust and loyalty being established.
Trust is the confidence that customers have in a company to fulfill the promises it has made in
response to previous customer requests(Wilson, 2020). If a company keeps its promises,
customers tend to be more satisfied and loyal to a business they can trust(Rizkiana et al., 2023).
In building trust with its customers, Agung Toyota has established corporate values that serve as
the primary guiding principles for all team members in carrying out every activity, both internal
and external. There are four corporate value principles that serve as guidelines in running the
company's activities, namely: Integrity, Respect, Collaboration, and Courage. With these values,
Agung Toyota is committed to maintaining trust and reputation by upholding norms, ethics, and
applicable rules in accordance with the principles of good corporate governance. In their
research(Iglesias et al., 2020), it is stated that improving mutual trust with customers is important
because, according to several opinions in the study, acquiring new customers can cost five to 25
times more than retaining existing customers.

In the automotive repair and maintenance sector, improving services and customer trust in
automotive maintenance and repair services will enhance customer loyalty(Jain et al., 2019).
Similarly, in the manufacturing industry, it has been proven that trust levels are the most
influential factor in achieving customer loyalty(Mansouri et al., 2022).

Research findings(Slack et al., 2020)indicate that customer loyalty is greatly influenced by trust,
as trust is the foundation of any relationship, which is why it is crucial for businesses to build
trustworthy relationships with their customers. Trust develops over time through consistent
actions that demonstrate reliability, honesty, and consistency in business operations. This trust
then drives loyalty because customers who trust a company are more likely to remain loyal and
recommend the company's services or products(Glaveli, 2020). The results of this study are
consistent with several other studies, including(Al-Adwan, 2020; Albayrak, 2020; Iglesias et al.,
2020; Islam, 2021; Quoquab, 2020; Zhang et al., 2023).

Moreover, in the automotive repair service industry, service quality is the primary differentiating
factor that sets a repair shop apart from its competitors. Repair shops that provide high-quality
service are better able to retain and attract new customers. In their book(Kotler & Amstrong,
2020), it is explained that service quality is the performance offered by one person to another
through an intangible action that does not result in the ownership of any goods and is directed
toward anyone. In his research(James, 2021), it is stated that the Service Quality (SERVQUAL)
model proposed by Parasuraman et al. is the most preferred and widely used model for
measuring service quality in the service industry sector. In this model, service quality is the
comparison between expectations and performance through the measurement of quality
dimensions. Several studies indicate that service quality is a crucial factor in customer
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satisfaction, which in turn influences customer loyalty(R. Hidayat et al., 2023; James & James,
2020; Nunkoo et al., 2020). However, customers have different needs and perceptions depending
on the products and services they receive.

One of the factors that customers complain about is price. Price is a factor considered by
consumers when choosing an official workshop, in addition to reliable after-sales service factors
such as engine warranties up to a certain kilometer limit, availability of workshop services,
availability of spare parts, exterior factors, and interior factors. Pricing plays a crucial role in
determining customer loyalty at Agung Toyota, as prices not only reflect the economic value
customers must pay but also influence their perceptions of service quality and fairness. Research
findings(Ahmed et al., 2023; Ferdani, 2020; Shen, 2021; Valentina & Lenny, 2023)highlight the
importance of improving service quality and implementing appropriate pricing strategies to
attract customers, as these two attributes have a positive relationship in generating customer
loyalty.

The next factor that customers complain about is the online booking service, where customers
complain about the long waiting times to get their vehicles serviced or repaired at Agung Toyota
Pekanbaru. Generally, the cause of the long waiting times for service and repairs at this
workshop is the high number of vehicles arriving simultaneously, which results in a disorganized
queueing process and leads to unstructured congestion in repairs, thereby requiring more time for
each repair. The study(Lambardo, 2022) states that the use of an online booking service
application based on mobile and website for booking services at Sriwijaya Berlian Car
Workshop is highly rated by customers. The research findings(Goyal & Verma, 2024) indicate
that online booking services play a role in fostering customer loyalty.

Based on the phenomena and issues related to customer purchase data (re-purchase) and
customer complaint data at Agung Toyota Pekanbaru. In this study, the author aims to review
and map previous research articles that have discussed the topic of customer loyalty and its
relationship with Customer Trust, Service Quality, Price, and Online Booking Service.

The review and analysis conducted by the researcher involved several stages. The first stage of
the review involved identifying the issues by searching for and collecting scientific articles
(literature reviews) that discuss the factors or variables related to customer loyalty. In this study,
the author used the bibliometric method. Bibliometrics is a quantitative and qualitative
identification method for assessing the development of research, books, documents, or literature
in a particular field, using statistical methods (Karim et al., 2021).

The collection of previous research articles in this study utilized bibliometric analysis available
in the Publish or Perish (PoP) software application version (8.2.3944.8118). This application is
very useful as a tool in the process of searching for articles that are neatly organized and
connected across various publication sites, thereby facilitating researchers in finding articles that
serve as references in literature studies. The PoP application offers advanced filtering capabilities
for metadata categories based on the type and name of the publication journal. PoP also provides
keyword search and title word features to help researchers find accurate journal metadata. The
Publish or Perish (PoP) application collects research articles from various sources such as
Scopus*, Microsoft Academic*, Web of Science (WoS), Crossref, PubMed, Google Scholar, and
Google Scholar Profiles (Karim et al., 2021).

LITERATURE REVIEW
Consumer Culture Theory (CCT)
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According to Arnould and Thompson (Hudzaifah et al., 2024), Consumer Culture Theory (CCT)
is defined as a set of theoretical perspectives that discuss the relationship between consumer
actions, consumer experiences, and cultural meanings. This means that by consistently
evaluating the importance of customer experience, companies can benefit in various ways,
including increased engagement and usage frequency, customer satisfaction, and customer
loyalty and commitment, which lead to lower price sensitivity and positive word-of-mouth
promotion, among other effects.Evaluating customer experience consistently benefits the
company, including increased engagement and usage frequency, customer satisfaction, and
customer loyalty and commitment, which lead to lower customer price sensitivity, improved
service quality, and indirectly encourage them to make repeat purchases from the company, both
offline and online.

Customer Loyalty

Loyalty is the most important aspect of business activities. Customer loyalty will be the key to a
company's success, not only in the short term but also as a sustainable competitive advantage.
Customer loyalty, as defined by Oliver and cited by (Najmudin et al., 2022), is the strong
commitment held by customers to consistently purchase or prioritize a product or service,
leading to repeat purchases of the same brand, even if customers are influenced by situational
factors or marketing from competitors to switch to another brand. The measurement of loyalty
according to (Zeithaml & Berry, 1985), as used by (Yum & Yoo, 2023), includes Repeat
Purchase, Retention (resistance to negative news about the company), and Referrals (totally
recommending the company's existence).

Customer Trust

Trust is also a foundation of business, where consumers express trust in various attributes of a
product or service they evaluate. According to (Kotler & Amstrong, 2020), trust is defined as the
willingness of a company to rely on business partners. According to Wong, trust depends on
several interpersonal and inter-organizational factors, such as company competence, integrity,
honesty, and virtue (Khamidah et al., 2023). Customer trust measurement (N. K. Hidayat et al.,
2020) uses several indicators proposed by McKnight et al. in measuring customer trust, namely
integrity, benevolence, and competence.

Service Quality

Service quality, according to Kotler as cited by (Gomoi et al., 2021), is a series of characteristics
of a product or service that demonstrate its ability to satisfy both explicit and implicit customer
needs. Meanwhile, Lupiyoadi in his book explains that service quality refers to all activities that
aim to combine value to encourage collaboration with consumers, from ordering to fulfillment to
delivering service results through communication (Ume et al., 2022). The service quality
measurement known as SERVQUAL, proposed by Parasuraman et al., has five dimensions:
Tangibility, Reliability, Responsiveness, Assurance, and Empathy.

Price

In the marketing mix, price is the element that generates revenue. The other elements generate
costs. Price is relatively more flexible compared to other elements of the marketing mix. In their
research (Jeaheng et al., 2020), price is defined as the amount charged by a company or the
amount paid by customers for the benefits obtained from owning or using a product or service.
According to Kotler and Armstrong, as cited by (Valentina & Lenny, 2023), there are four
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indicators that characterize price: competitive price, affordable price, quality price, and price
relative to benefits.

Online Booking Service (Online Booking Service)

The Indonesian Dictionary defines reservation or booking as the process, creation, or method of
ordering (places, goods, etc.) from others. Meanwhile, online means connected or linked to the
internet, so online booking can be interpreted as the ordering of products or services conducted
through mutual connection via the internet(Diantara et al., 2022). In this study, the Online
Booking Service was measured using electronic service quality (e-service quality), namely
Website Design, Customer Service, Security/Privacy, and Fulfilment.

METHODS

The type of research used in this study is an associative research method with a causal
relationship. In this study, there are independent (exogenous) variables and dependent
(endogenous) variables that are causal (cause and effect). This means that this study is designed
to identify and describe the relationship between the exogenous variables of service quality (X1),
price (X2), and trust (X3) with the endogenous variables of Customer Satisfaction (Z) and
Customer Loyalty (Y). Therefore, the research approach is quantitative with inferential statistics
(parametric), a quantitative approach based on the Structural Equation Modeling (SEM) analysis
model with various exogenous and endogenous variables. The population in this study consists
of repeat customers at Agung Toyota Pekanbaru in 2023 from four Toyota branches in
Pekanbaru, totaling 1,708 people. Meanwhile, the sample used from the research population
employs stratified cluster random sampling because the population consists of four dealer
branches, where the number of repeat customers also varies across each branch. In determining
the sample size using the Joreskog and Sorbom method, if the study uses five research variables,
it can be determined that the minimum sample size for this study is 250 respondents.

Service

Quality
(X1)

Customer
Loyalty (Y)

Online Booking
Service

(X3)

H5

Figure 1. Research Model
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RESULTS

Data Analysis Results (SEM-Partial Least Squares)

This study uses the Structural Equation Modelling -Partial Least Squares (SEM-PLS) approach
for data analysis. PLS is a component- or variance-based structural equation model (SEM). The
testing tool used in this study was Smart-PLS, which is specifically designed for variance-based
structural equation estimation. The following is an overview of the path diagram of the outer
model and inner model based on the results of testing conducted using SmartPLS.

Table01. Data Analysis Results

Latent Variables AVE KET
KPL (X1) 0.541 Valid
H (X2) 0.696 Valid
OBS (X3) 0.782 Valid
KP (Z) 0.538 Valid
LP (Y) 0.604 Valid

Data source: Processed 2025
The results in the table above show the AVE values for each latent variable, namely Service
Quality (0.541), Price (0.696), Online Booking Service (0.782), Customer Trust (0.538), and
Customer Loyalty (0.604). Thus, the AVE (Average Variance Extracted) values for all latent
variables are > 0.50. This means that the measurement of the model is valid in terms of
discriminant validity.
Reliability Test (Construct Reliability)
The reliability test was conducted to measure the internal consistency of the measurement tools
used in PLS. In this study, Construct Reliability was assessed by examining the composite
reliability value and Cronbach's alpha value. A construct is considered reliable if the composite
reliability value is > 0.6 and Cronbach's alpha is > 0.60.

Table 02. Construct Reliability

Composite Cronback’s
Indicators Reliability (CR) Alpha Description
(C4)
KPL (X1) 0.669 0.665 Reliabel
H (X2) 0.661 0.654 Reliabel
OBS (X3) 0.658 0.651 Reliabel
KP (Z) 0.660 0.651 Reliabel
LP (Y) 0.653 0.642 Reliabel

Data source: Processed 2025
The data in the table above shows that the reliability test for each construct has met the reliability
criteria, as evidenced by the Composite Reliability (CR) and Cronbach's Alpha (CA) values
being greater than (> 0.6), meaning that all indicators are consistent in measuring the five
variables.
Structural Model Analysis (Inner Model)
R-Square (R2)
The structural model evaluation was conducted by considering the R-Square (R2) value of the
endogenous construct in terms of its influence from the exogenous construct. The higher the R-
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Square value, the greater the ability of the exogenous construct to explain the endogenous
variable, resulting in a better structural equation.
Table 03. Inner Model R-Square (R2)

Variables RSquare
Trust (Z) 0.790
Customer Loyalty (Y) 0.719

Data source: Processed 2025
Based on the table, it can be seen that the R-Square value for the latent variable Trust (Z) is
0.790, so it can be concluded that the influence of the constructs Service Quality, Price, and
Online Booking Service on the construct Trust (Z) is 79%, while the remaining 21% is explained
by other factors not included in this study.
Meanwhile, the R-Square value for the Customer Loyalty construct is 0.719, meaning that the
influence of Service Quality, Price, Online Booking Service, and Trust in explaining or
influencing Customer Loyalty is 71.9%, while the remaining 28.1% is influenced by other
factors not tested in this study.
Goodness of Fit (GoF)
Goodness of Fit (GoF) is a hypothesis testing tool designed to indicate the degree of suitability
and accuracy of a model as a whole and serves as validation for PLS-SEM. GoF is obtained from
the square root of the average communalities index multiplied by the average R2 value of the
model. GoF values range from 0 to 1, with the following interpretations: 0.1 (low GoF), 0.25
(moderate GoF), and 0.36 (high GoF).

Tabel 04. Goodness of Fit

Variables Communality/AVE RSquare
Trust (Z) 0.538 0.790
Customer Loyalty (Y) 0.604 0.719
Average 0.571 0.755
Data source: Processed 2025
Path Coefficient

The path coefficient test is the result of estimating the path coefficient value or the magnitude of
the relationship or influence of latent constructs. Path coefficient values range from -1 to 1. If the
coefficient value is in the range of -1 to 0, the value is considered negative, while coefficients
with values in the range of 0 to 1 are considered positive.

Table 05. Path Coefficient

Latent Variables Original Sample
©)
Service Quality = Trust 0.484
Price = Trust 0.058
Online Booking Service = Trust 0.381
Service Quality = Customer Loyalty 0.122
Price = Customer Loyalty 0.166
Online Booking Service = Customer Loyalty 0.195
Trust - Customer Loyalty 0.413

Data source: Processed 2025
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Based on the path coefficients in the table above, it can be seen that the highest path coefficient
value in the relationship between Service Quality (X1) and Trust (Z) is 0.484. Meanwhile, the
lowest path coefficient value is found in the relationship between Price (X2) and Trust (Z),
which is 0.058. However, overall, it can be concluded that all path coefficient values in the
original sample show positive values.
Hypothesis Testing Results
After all assumptions are met, the next step is to conduct hypothesis testing as suggested in the
previous chapter. When examining the results of the hypothesis testing in this study, check the T-
statistic and P-value. The hypothesis can be considered accepted if the P-value is less than 0.05,
meaning that the exogenous variable has a significant effect, whereas if the P-value is greater
than 0.05, it means that the exogenous variable does not have a significant effect.
Direct Effect Testing
This direct effect test will show how strong the influence of the independent variable (exogenous)
is on the dependent variable (endogenous).

Table 06.Direct Effect Testing

. Orginal Standard | T

H | Hypotesis Sampel Deviation | Statistics P Value | Result

HI |X1>Z | 0484 | 0069 7035 | 0000 | F0porhess
ccepted

m | X272 0.058 0.066 1.021 0.095 Lepoieats
Rejected

Hy | X322 0.381 0.076 5.004 0.000 fyp(’m“’s
ccepted

H4 [X1>Y 0.122  [0.110 2.110 0.011 Z’yp(”hes”
ccepted

Hs | X2>Y 0.195 0.071 2.731 0.006 Hypothesis
Accepted

He | X2 >Y 0.166 0.089 3.857 0.000 Zlyp‘”hes’s
ccepted

H7 |Z>Y 0.413 0.094 4.393 0.000 | IDpothesis
Accepted

Data source: Processed 2025
Based on the regression coefficient results, service quality has a positive and highest valuein
influencing customer trust. The better the service quality, the higher the customer trust.
Thisindicates that if Agung Toyota Pekanbaru improves the service quality provided, this will
also impact an increase in customer trust toward Agung Toyota Pekanbaru's workshop services.
Based on the hypothesis testing results, it is known that service quality has a significant influence
on customer trust in using vehicle repair services at Agung Toyota Pekanbaru. This can be said.
The Effect of Service Quality on Customer Loyalty
Service quality literally means the best service, capable of maintaining and retaining customers
and attracting new customers(Tammubua & Deni, 2022). Based on the results of hypothesis
testing, it was stated that service quality affects customer loyalty. These results indicate that
service quality is one of the key factors in shaping customer loyalty toward automotive repair
services. Although the original sample value of 0.122 falls into the category of relatively small
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influence, it is statistically significant, meaning that service quality still makes a tangible

contribution to enhancing customer loyalty.

Customers who experience quality service tend to have greater trust in the workshop and are

willing to use the service again in the future. Aspects of service such as facility comfort,

mechanic expertise, responsiveness in handling complaints, and personal attention from staff
form the foundation for building long-term relationships with customers.

The Effect of Price on Customer Loyalty

In their research (Burhanudin & Ertyanto, 2021), the authors argue that price is one of the

strategies companies use to build customer loyalty. Price plays an important role in encouraging

customer loyalty; the lower the price, the higher the customer loyalty. However, low prices do

not guarantee good product quality, but high-quality products with higher prices are also capable

of creating customer loyalty.

A coefficient value of 0.195 indicates that price has a fairly strong positive influence on

customer loyalty. This means that when customers feel that the prices of services and spare parts

offered by Agung Toyota are in line with the benefits, quality, and purchasing power, they tend

to remain loyal and continue to use the services of that repair shop. In the automotive industry,

customers are not only looking for low prices, but also prices that are considered fair and

commensurate with the service received. Price transparency, consistency in rates, and alignment

between price and work quality are key factors in fostering customer loyalty.

The Impact of Online Booking Services on Customer Loyalty

In their research(Ashiq & Hussain, 2024), it was revealed that it is important for companies to

improve their online booking services through the quality of electronic services (e-service quality)
in order to foster customer loyalty when shopping online. Based on the statistical test results of
this study, it was found that the Online Booking Service has a positive and significant impact on
Customer Loyalty, with a positive regression coefficient value, t-statistic > 1.96, and p-value <
0.05. This proves that the online booking service provided by Agung Toyota Pekanbaru
contributes to enhancing customer loyalty toward the workshop services.

The results of this study indicate that the digital services provided by Agung Toyota Pekanbaru

through its online booking service system are an important strategy in building customer loyalty.

When booking vehicle repair services or ordering Toyota vehicle spare parts, customers today

not only expect good technical service, but also prioritize ease of access to services, especially

through the digital devices they use every day. Online booking offers flexibility in scheduling,

process efficiency, and transparency in information, which can enhance customers' positive

experiences. When customers feel that the service booking process is easy, secure, and aligned
with their schedule, their likelihood of using the service again in the future increases.

The Influence of Customer Trust on Customer Loyalty

In the service industry, trust is a key factor in customers' confidence that service providers will

fulfill their service promises in accordance with customer desires and needs, thereby creating

customer loyalty(Bhatnagar & Yadav, 2024).

The Effect of Service Quality on Customer Loyalty Mediated by Customer Trust.

In his research(Lee, 2023) revealed that customer trust acts as a mediator in supporting the effect
of service quality on customer loyalty in the service industry sector. Based on the results of the
hypothesis testing, it was found that customer trust plays a significant mediating role in the
relationship between service quality and customer loyalty, with a positive regression coefficient
value, t-statistic > 1.96, and p-value < 0.05. This means that the indirect influence of service
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quality on customer loyalty through customer trust is positive and statistically significant. In
other words, when customers receive quality service, it increases their level of trust in the
workshop, which ultimately leads to increased loyalty to the services provided.

The Effect of Price on Customer Loyalty Mediated by Customer Trust.

The higher the customer's trust in price perception, the more loyal the customer will be(Muadz &
Rahayu, 2023). The results of the analysis based on hypothesis testing in this study show that
customer trust significantly mediates the relationship between price and customer loyalty.
However, this study also shows that the negative regression coefficient value indicates that this
relationship is inverse or weakening. In other words, the higher the customer's perception of
“unfair” or “unreasonable” prices, the lower their trust in the workshop, which then negatively
impacts their loyalty.

In the context of automotive services such as Agung Toyota Pekanbaru, price is a sensitive
element that can influence customer perception, not only in terms of cost, but also in terms of
value and trust. This finding indicates that trust acts as a “psychological filter” in the relationship
between price and loyalty, where if prices are perceived as too high, lack transparency, or are not
commensurate with the benefits received, customers may feel skeptical or suspicious, ultimately
reducing their trust in the workshop's services. As a result, while price can directly influence
loyalty, when accompanied by negative perceptions of price, trust weakens, and its impact on
loyalty becomes negative.

The Effect of Online Booking Services on Customer Loyalty Mediated by Customer Trust.
Research findings(Zhang et al., 2023)reveal that consumer trust in online purchases acts as a
mediating factor in the effect of e-service quality on customer loyalty. This means that an online
booking service with good e-service quality will enhance customer loyalty more effectively if it
is supported by the trust customers have in the company's website when making online bookings
or purchases. The research results indicate that customer trust acts as a significant mediator in the
relationship between online booking services and customer loyalty. This is evidenced by a t-
statistic value > 1.96 and a p-value > 0.05. However, in this relationship, the regression
coefficient value is negative, indicating that the mediating effect is negative. This means that,
although statistically significant, the presence of the Customer Trust variable weakens the
relationship between Online Booking Service and Customer Loyalty in the context of this study.
These results can be interpreted to mean that, in practice, the use of online booking services at
Bengkel Agung Toyota has not yet fully built customer trust. When customer trust in the online
system is low, the positive relationship between the convenience of online booking and loyalty is
disrupted. This shows that technology alone is not enough to build loyalty if it is not
accompanied by trust in the system. In fact, in conditions of low trust, the adoption of an online
system can have a negative effect on loyalty because customers feel that they are not getting a
safe, honest, or consistent service experience.

Conclusion

This study concludes that service quality and online ordering services have a positive and
significant effect on customer trust and loyalty. Price only affects loyalty, not trust, indicating
that customers prioritize service quality over cost. Trust has been proven to be an important
mediating variable that strengthens the relationship between service quality and loyalty.
However, trust does not positively mediate the relationship between price and online services on
loyalty, highlighting the need for improvements in price perception and digital system reliability.
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These findings underscore the importance of building customer trust through high-quality service
and optimal online systems to maintain loyalty. This study provides important insights for
strategies to enhance customer satisfaction in the automotive services sector, particularly at
authorized workshops.

Recommendations

Based on the results of the study, it is recommended that Agung Toyota Pekanbaru improve
service quality through employee training, facility improvements, and faster service. For the
online booking system, the application needs to be optimized to be more user-friendly, faster,
and provide automatic notifications to customers. Pricing strategies should also be developed
based on principles of transparency and alignment between price and service benefits to remain
competitive without compromising trust. Additionally, the company must maintain active two-
way communication with customers to build and sustain long-term trust. Further research is
recommended to test other factors influencing customer loyalty, including emotional satisfaction
and overall digital experience, to expand managerial understanding in developing loyalty
strategies.
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