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ABSTRACT. When consumers buy a product, there are many factors that influence these consumers 

in making decisions, starting from internal factors or external factors to produce satisfaction for the 

consumers themselves. Service quality is one aspect when consumers use services or buy products 

from a trademark or company. Service quality is the main activity carried out by a trademark or 

company to provide satisfactory service to consumers in the long run. The aviation business is one of 

the industries that is concerned with the quality of their service to provide the best service to 

consumers so that consumers are satisfied with the services provided. In addition to service quality, 

brand image is also an important aspect of customer satisfaction because consumers will see whether 

a trademark or company has a good image or not and consumers will use services or goods from 

brands or companies that they frequently use or that already exist in their minds. The purpose of 

this study is to analyze the impact of service quality and brand image on customer satisfaction in the 

aviation industry. This study uses descriptive and quantitative research with the aim of wanting to 

know the relationship of three variables namely service quality, brand image and customer 

satisfaction with each sub-variable. This study uses quantitative data by distributing questionnaires 

as a method of collecting data. 
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1. INTRODUCTION 

 

The aviation industry is an industry that offers 

regular services to transport passengers or goods by 

air. Airlines may offer scheduled and or chartered 

services and the airline industry is an important part 

of the wider travel industry, providing customers 

with the ability to purchase seats on flights and 

travel to different parts of the world. People's 

mobility is increasing because of their desire to 

travel from one place to another easily, cheaply, 

comfortably, safely, and quickly. Air transportation 

is the answer to people's desires because this 

transportation is fast enough to travel long 

distances (Revfine, 2022).  Aviation helps the 

development of the modern world with provides 

significant economic and social benefit. Its 

facilities tourism, trade, connectivity, provides jobs 

and it can be directly and indirectly contributed to 

nation’s economy because the ability to move 

people or goods between countries such as import 

and export activities (Nizetic, 2020). 

 

Indonesia is the second fastest growing aviation 

market in the world after China based on its aircraft 

purchases and trade value, International Air 

Transport Association (IATA) stated that Indonesia 

is expected to be the world’s sixth-largest market 

for air transport in 2034 (Statista Research 

Department, 2021). Indonesia's aviation industry 

has bright prospects supported by the geographical 

conditions of Indonesia which is the largest 

archipelagic country in the world and has more than 

seventeen thousand islands, so that air 

transportation will become the main driver of 

national transportation and connectivity of the 

Indonesian economy.  In this modern era, taking an 

airplane to travel has become commonplace in big 

cities especially for people who live in big cities 

with a modern lifestyle and high mobility. Airports 

and hundreds of airplanes are widely spread in 

various regions in Indonesia, starting in big cities 

to areas in island cities.  

(kementrian Perindustrian Republik Indonesia, 

2022).  

The airline industry has always been categorized as 

one of the intangible services industries, become 

one part of the global economy that has an 

important role in development in various sectors 

such as transportation, manufacturing, technology 

and other sectors. New airlines have entered, and 

competition is increasing, but at the same time, 
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service quality and customer satisfaction become 

an integral part of the aviation industry.  

 

Garuda Indonesia Airlines is one of the largest 

airline companies in Indonesia that upholds the 

full-service concept and has proven itself as an 

airline that is successful in maintaining and 

adjusting service quality to the maximum and is 

recognized by all customers. Facing the current 

competitive conditions, airlines are required to 

continuously improve their service quality. As an 

airline providing aviation services, it is necessary 

to know what matters are considered important by 

customers, how to improve service quality and 

strive to produce optimal performance to provide 

satisfaction towards customers (Astutik & 

Roellyanti, Analisis Pengaruh Kualitas Pelayanan 
Maskapai Garuda Indonesia Berdasarkan Service 

Quality Terhadap Kepuasan Penumpang Di 

Bandara Adi Soemarno, 2021). In accordance with 

Garuda Indonesia's airlines vision, it is to offer 

quality service to the world community with 

Indonesian hospitality, timely and safe (about 

products), fast and precise (about processes), clean 

and comfortable (about buildings) as well as 

reliable, professional, the staff are competent and 

ready to help (Garuda Indonesia, 2021). 

Additionally, Brand image is always an important 

asset in the company developed and maintained. 

So, the brand image is very useful for the company, 

whether the company have a positive image by 

customers who will determine their company 

because it can provide facilities that satisfy 

customers (Ghulaman & Yulianto, 2021).  

 

Service quality is the main activity in the marketing 

strategy carried out by the company where the 

company must have a commitment to always 

provide quality services in order to be able to grow 

and develop to face competitors and get customers 

in the long term (Ahmed, Vveinhardt, Warraich, 

Hasan, & Baloch, 2020).  In addition, as one of the 

industries that prioritizes service over product, 

many successful airlines in the industry are judged 

primarily on the services they offer passengers 

rather than on the products they sell to customers. 

Therefore, every airline must be able to serve its 

customers optimally and provide services that can 

be said to be "extraordinary" to its passengers to 

achieve success in this industry (Wilson, 2018). 

Other than service quality, brand image has an 

important role in influencing customers when 

making decisions if they want to use a service or 

product from one company, customers will use the 

brand image of the company that already exists in 

their minds. Brand image is the customer's 

perception of the company, whether it's a good or 

bad perception of a company. Companies must be 

able to build a positive brand image in the customer 

or public mind so that it will increase a good 

perception for the company and as a company that 

has a good reputation which in turn could increase 

the company’s image (Wilson, 2018).  

 

The customer satisfaction becomes more vital and 

when the industry airline provides intangible 

services because the airline industry faces the 

competition within and outside the industry and 

other than airline industry, always trying to keep 

the current customer and be able to maintain the 

customer loyalty (Diah, 2021).   

 
This research will focus and discuss further how 

strong service quality and brand image to influence 

towards customer satisfaction in airline industry in 

the case study Garuda Indonesia Airline because 

service, brand image and customer satisfaction 

keep appearing in the general business especially 

airline industry.  

2. POPULATION & SAMPLE 

POPULATION 

Population of a re lselarch doels not only re lfe lr to 

pe loplel or living cre laturels. Statisticians also relfelr 

population of a relselarch as objelcts, elvelnts, or 

proceldurels. Elve lry population has at le last one l 

charactelristic that is nele ldeld that relse larchelr is 

inte lrelste ld to study about the l population (BMJ 

Publishing Group, 2021). The l population that will 

be l useld in this re lse larch is those l airlinel’s passe lngelr 

who elxpe lrielncel fle lw from Intelrnational Soelkarno 

Hatta Airport with Garuda Indonelsia.  

 

SAMPLE 

Thel sample l is a part or re lprelse lntativel of the l 

population unde lr study, it is unne lce lssary and 

some ltime ls impossible l to collelct data from all thel 

population availablel thus it is conside lre ld ade lquatel 

to colle lct data from selve lral samplels from thel whole l 

population (Anantadjaya & Nawangwulan, 2018).   

 

SAMPLING METHOD 

Probability sampling and non-probability sampling 

arel two type ls of sampling me lthods. Elach me lmbe lr 

of a population has an elqual chancel of beling choseln 
using the l probability sampling melthod. Non-

probability sampling is a me lthod of selle lcting 
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pe loplel that doe ls not give l elve lryonel an elqual chancel 

(Winarta, 2020).  

 

SAMPLE SIZE 

Thel sample l size l is calculateld by using Rao soft. 

Rao soft formula is use ld to calculatel sample l size l by 

giving the l population size l and a margin of elrror. 

In this study, re lfelrs to the l Rao soft amount of elrror 

that can tolelratel is 5% whilel gathelring data. 

Confide lncel lelve ll, 90%. Conclusion, the l 

relcomme lndeld sample l data size l is 267 re lspondelnts 

ne lelde ld for this relselarch.  

 

 

3. DATA ANALYSIS 

 

COMPANY OVERVIEW 

PT. Garuda Indone lsia (Pe lrselro) Tbk (GIAA) is 

Indone lsian flag carrielr airlinel owneld by the l 

Gove lrnme lnt of thel Relpublic Indone lsia, company 

e lngageld in the l scheldule ld comme lrcial air 

transportation industry for passelnge lrs, cargo and 

dome lstic or intelrnational shipmelnts. Garuda 

Indone lsia relcelive ld inte lrnational relcognition 

including the l achielvelme lnt of beling "Thel World's 

Be lst Elconomy Class" from TripAdvisor Travelle lrs 

Choice l Awards and "Thel World's Be lst Cabin 

Cre lw" from Skytrax (Garuda Indonesia, 2021). 

GIAA is an Indone lsian airlinel with the l concelpt of 

be ling a full-selrvicel airline l which currelntly se lrve ls 

morel than 90 de lstinations around the l world and 600 

flights pe lr day, with thel concelpt of "Garuda 

Indone lsia Elxpe lrielncel" which providels the l belst 

se lrvicel concelpt with Indone lsian hospitality and 

cultural richnelss (Garuda Indonesia, 2021). 

 

Garuda Indonelsia has a subsidiary that was built by 

the l company to support all its activitie ls. GIAA 

providels se lrvicels such as travell agelnts, ground 

handling, and the l hospitality industry. The l Garuda 

Indone lsia company has selve lral subsidiariels, such 

as PT Garuda Maintelnancel Facility Aelro Asia 

(GMFAA) which is elngageld in aircraft 

mainte lnancel se lrvicels, aircraft elngine ls, and aircraft 

componelnt mainte lnancel. PT Citilink Indone lsia is 

also a subsidiary company elngageld in air 

transportation with Low-cost carrielr (LCC) with 

scheldule ld comme lrcial flights. With a "se lrve l" 

orielntation approach, Garuda Indone lsia aims to 

be lcomel a selrvicel provide lr for tourists in the l 

country as welll as providing goods de llive lry 

se lrvicels (Garuda Indonesia, 2021). 

 

RESPONDENT’S CHARACTERISTICS 

 

In this re lse larch, relsponde lnts had dive lrse l 

background charactelristic starting from Ge lndelr, 

Domicile l, Agel, Occupation, and Frelquelncy flying 

with Garuda Indone lsia Airline l from Inte lrnational 

Soelkarno Hatta of elach relspondelnt. In this study, 

the l quelstionnaire l was distribute ld online l to 270 

pe loplel.  

  GENDER 

Most re lsponde lnts in this re lse larch welre l felmale l, 

namelly 55.6% and malel 44.4%. It melans thel 

majority of passelnge lrs of Garuda Indonelsia airlinel 

from Inte lrnational Soelkarno Hatta in this study arel 

felmale l passelnge lrs.  

  DOMICILE 

Thelre l welrel 72% of relspondelnts domicile l in 

Jabodeltabelk (Jakarta, Bogor, Delpok, Tangelrang, 

Be lkasi), 28% of relspondelnts domicile l in outside l 

Jabodeltabelk. This shows that most of passe lnge lrs 

that fly with Garuda Indone lsia airlinel from 

Inte lrnational Soelkarno Hatta comel from 

Jabodeltabelk.  

  AGE 

Thelre l welrel 42% of relsponde lnts abovel 50 yelars old, 

the ln followe ld by the l 30% of re lspondelnts are l 

be ltwele ln 20 – 30 yelars old and thel third is 15% of 

relsponde lnts arel be ltwele ln 31 – 40 ye lars old and thel 

last one l is 13% of re lsponde lnts are l be ltwele ln 41 – 50 

ye lars old. According to this data, it can bel include ld 

that most of passelnge lrs of Garuda Indonelsia 

Airline l is abovel 50 ye lars old.  

OCCUPATION 

Thelre l welrel four catelgorie ls that the l relse larchelrs 

gavel in this work. Name lly, the lrel arel Stude lnt, 

Gove lrnme lnt E lmploye le l, Privatel Elmploye le l, and 
E lntrelprelne lurs. In the l first position is 70% of 

relsponde lnts is Gove lrnme lnt E lmploye le l. Thel se lcond 

position with 14% of relsponde lnts is stude lnt; The l 

third with 10% of relsponde lnts is Private l Elmploye le l 

and thel last pelrcelntagel only 6% is Elntrelprelne lur. It 

can bel concludeld passelnge lrs Garuda Indone lsia 

Airline l from Inte lrnational Soelkarno Hatta is 

Gove lrnme lnt E lmploye lel belcausel thely will ofte ln 

travell out of town or abroad for work mattelrs such 

as businelss matte lrs or meleltings to me le lt colle laguels.  
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FREQUENCY 

Thelre l welrel 35% of relsponde lnts flying morel than 4 

time ls with Garuda Indone lsia from Inte lrnational 

Soelkarno Hatta, 33% of relsponde lnts flying with 

Garuda Indone lsia once l from Inte lrnational 

Soelkarno Hatta, 20% of relsponde lnts flying with 

Garuda Indone lsia twice l from Inte lrnational 

Soelkarno Hatta and lastly 12% of re lspondelnts 

flying with Garuda Indone lsia threlel time ls from 

Inte lrnational Soelkarno Hatta. Many pelople l 

relpe lateldly chosel Garuda Indone lsia Airlinel, this 

indicatels that many pe lople l trust and loyal with 

Garuda Indone lsia Airlinel.  

DESCRIPTIONS ON RESEARCH 

VARIABLES 

VARIABLE 1: SERVICE QUALITY 

Selrvicel quality is an instrume lnt or a way to 

me lasurel selrvicel quality on custome lr satisfaction, 

known as the l gap as a bridgel beltwe leln custome lr 

e lxpelctations and nelelds, all the lsel componelnts 

e lvelntually re lduceld to five l compone lnts such as 

relliability, assurancel, tangible ls, elmpathy, and 

relsponsive lne lss (Bhasin, 2021). The l inte lrpreltation 

of custome lr nele lds is ve lry important for companie ls 

that focus on selrvicel. This is if the l pelrformancel of 

a company good in selrvicel, it can strelngthe ln 

compeltitive lne lss and build rellationships with 

custome lrs, consolidatel brands, and communicatel 

with the l markelt (Buditjahjanto, 2020). In this 

study, the l melasurelme lnt of Selrvicel Quality in 

Airline l Industry arel relliability, assurancel, 

tangible ls, elmpathy, and relsponsive lne lss.  

 

VARIABLE 2: BRAND IMAGE 

Brand imagel is the l pe lrcelption of socie lty, elspe lcially 

custome lrs, of thel company or its products about the l 

products or selrvicels that havel be leln fellt. A good 

image l must bel maintaineld by thel company belcausel 

it is a re lprelse lntation or gelne lral imprelssion that a 

pe lrson, organization, or product prelse lnts to the l 

public. always numbelr onel in the l minds of 

custome lrs and customelrs will make l purchasels to 

relpe lat purchasels continuously elveln though the l 

pricel offelre ld is high (Fitriani & Achmad, 2021). In 

this study, the l me lasurelme lnt of  

 

brand imagel in airlinel industry is Favorability of 

brand association, Strelngth of brand association, 

Unique lnelss of brand association.  

 

VARIABLE 3 : CUSTOMER SATISFACTION 
 

Custome lr satisfaction is a melasurelme lnt how 

satisfie ld customelr and deltelrmine ls how happy or 

disappointme lnt the l custome lr with thel company’s  

 

goods or se lrvicel. Custome lr satisfaction is the l ke ly 

to long-te lrm rellationship with custome lr, ongoing 

satisfaction lelads to loyalty and trust are l assureld 

that the l company will continue l to do busine lss with 

the lm (Khadka & Maharjan, 2017). In this study, thel 

me lasurelmelnt of custome lr satisfaction is trust and 

loyalty. 

 
Table 1 

 

 

 

 

 

 

 

 

 

 

Thel table l shows the l relsult of de lscriptivel statistic on 

the l indicators of this relselarch.  

 

Thel de lscriptivel analysis, which is pelrformeld with 

SPSS, elxplains thel gelne lral charactelristic of elach 

sub variablel. Thel lowelst me lan is elmpathy, and thel 

highe lst me lan is relsponsive lne lss. The l lowelst 

standard delviation is the l relliability and the l highe lst 

is e lmpathy.  

4. RESULTS ON VALIDITY TEST, 

RELIABILITY TEST, AND ALL THE 

CLASSICAL     ASSUMPTION TESTS 

PRE- TEST OF VALIDITY & RELIABILITY 

TEST 

 

Thirty quelstionnaire ls welrel distribute ld to 

prospelctive l relsponde lnts re llateld to the l variable ls 

Selrvicel Quality, Brand Imagel, and Customelr 

Satisfaction.  

 
Table 2 

 

 

According to the l table 2, KMO pre lse lnting re lsult is 

0,689. Thelre lforel, the l que lstionnairel is valid be lcausel 

0,400 until 0,600 Is an e lnough scorel to provel the l 

validity. 
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Table 3  
 

 

 

 

Thel re lliability te lst for thel que lstionnairel is base ld on 

total of 30 quelstionnairel. The l tablel 2 indicatels the l 

casel procelssing summary, it shows that the l 

que lstionnairel was 100% valid.  

 

Base ld on tablel below it indicateld that Cronbach’s 

Alpha is 0,808. It me lans that the l que lstionnaire l is 

80,8% relliable l, which is alrelady passeld the l 

minimum re lquire lme lnt of Cronbach’s Alpha. The l 

minimum accelptable l valuel of Cronbach’s Alpha is 

0.40 and abovel. Thus, thel que lstionnairel is re lliable l  

 
Table 4 

 
 

for furthelr relse larch.  

POST TEST OF VALIDTY & 

RELIABILTY TEST 
 

Thelre l arel 270 usable l quelstionnaire ls from 

relsponde lnts in this study re lgarding the l variablel.  

 
Table 5 : 

 

According to table 5l, KMO prelse lnting relsult is 

0,891. Significant lelve ll to prove l validity te lst is 

0,400 until 0,600 is an elnough scorel to provel 

validity te lst. Thelrelforel, thel que lstionnairel can bel 

considelre ld valid.  

 

Thel re lliability for the l que lstionnairel is base ld on a 

total of 270 que lstionnaire l. Thel table l be llow 

indicatels the l casel procelssing summary, it shows 

that que lstionnairel was 100% valid.  
 

Table 6 : 

 

 

 

 

Base ld on tablel abovel It indicateld that Cronbach’s 

Alpha is 0,800. It me lans that the l que lstionnaire l is 

80,0% relliable l, which is alrelady passeld the l 

minimum re lquire lme lnt of Cronbach’s Alpha. The l 

minimum accelptable l valuel of Cronbach’s Alpha is 

0.40 and abovel. Thus, thel quelstionnairel is relliable l 

for furthelr relse larch.  

RESULTS ON HYPOTHESIS TESTING 
Aftelr inselrting the l data in SPSS for validity and 

relliability te lst, the l mode ll is the ln calculateld in 

AMOS. Thel following figurel shows the l path 

analysis with standardize ld relgrelssion we light 

valuels.  
 

Figure 2: Structural Equation Modeling 

 

 
 

Thel following table l shows thel coe lfficie lnt range l 

and strelngth of association for path analysis. 

Table 7 : Coefficient Range & Strength of Association 

 
Source: (Santoso, Analisis Structural Equation Modelling (SEM) 

menggunakan AMOS 26, 2021) 

 

Be llow arel the l e lxplanations of e lach variablel and 

indicator rellationships: 

 

1. Selrvicel Quality to Custome lr Satisfaction 

According to the l abovel path analysis, the l 

correllation be ltwe leln Selrvicel Quality and Custome lr 

Satisfaction is 52%. Se lrvicel Quality has 52% 

e lxplanatory powelr toward Custome lr Satisfaction, 

this me lans that rellationship is we lak in this casel. For 

airlinels company, thel pelrformancel of a company 

good in se lrvicel, it can stre lngthe ln compe ltitive lne lss 

and build rellationships with custome lrs, consolidatel 

brands, and communicatel with the l markelt.  

 

2. Brand Imagel to Custome lr Satisfaction 

According to the l abovel path analysis, the l 

correllation be ltwe leln Brand Image l and Custome lr 

Satisfaction is 48% elxplanatory powelr toward 

Custome lr Satisfaction, this melans that Customelr 
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satisfaction is welak influe lnceld by Brand Imagel in 

this casel. For airline ls company, brand imagel will 

be l ablel to increlase l consumelr satisfaction. In this 

study, Garuda Indone lsia passe lnge lrs felell that 

Garuda Indonelsia's brand imagel has no elffelct on 

passelnge lrs' delcisions whe ln de lciding which airline l 

to use l.  

 

3. Selrvicel Quality 

a. Re lliability by 44%  

Re lliability has 44% e lxplanatory powelr to Se lrvicel 

Quality and having we lak coelfficielnt mode l. If the l 

relliability of the l Garuda Indone lsia airlinel to 

providel 

the l right selrvicel, fast and satisfying in thel dellive lry 

of information thel be ltte lr thel customelr satisfaction 
in using the l Garuda Indone lsia airlinel.  

 

b. E lmpathy by 62%  

Elmpathy has 62% elxplanatory powelr to Selrvicel 

Quality and having a modelratel coelfficielnt mode l 

whelrelas, at thel point wheln thel e lmpathy of officelrs 

or cabin crelw influelncels the l satisfaction fellt by 

Garuda Indone lsia airline l passelnge lrs. Elmpathy he lrel 

can bel manifelste ld by profelssionalism, 

communication, frielndline lss and courtelsy as welll 

as thel cabin crelw's unde lrstanding of Garuda 

Indone lsia airlinel passe lngelrs.  

 

c. Re lsponsive lnelss by 46% 

Re lsponsive lnelss has 46% e lxplanatory powelr to 

Selrvicel Quality and having a welak coelfficielnt 

mode l. Melaning that thel relsponsive lnelss de lsireld by 

the l cabin crelw in assisting and se lrving passelnge lrs 

is prove ln and makels passe lngelrs fele ll satisfield using 

the l Garuda Indonelsia airline l.  

 

d. Tangiblel by 79%  

Tangiblel has 79% e lxplanatory powelr to Se lrvicel 

Quality and having a modelratel coelfficielnt mode l. 

Garuda Indone lsia providels physical se lrvicels, 
namelly felaturels and facilitie ls such as Audio 

e lntelrtainme lnt with LCD TVs that arel provideld to 

function propelrly, food provide ld is provide ld 

clelanly and complelte lly, airplanels arel clelan and 

comfortablel.  

 

e. Assurancel by 73% 

Assurancel has 73% elxplanatory powelr to Selrvicel 

Quality and having a modelratel coelfficielnt mode l. 

Thel guarantelel give ln by Garuda Indone lsia is in the l 

form of elve lrything that include ls the l knowleldge l, 

ability, courtelsy and trustworthine lss of Garuda 

Indone lsia staff. Thel guarantelel for thel se lrvicels 

provideld by Garuda Indone lsia is shown by thel 

many awards relgarding selrvicel quality, one l of 

which is "Thel World's Belst Cabin Crelw" by 

Skytrax for many yelars from 2014 to 2018 and 

manageld to ge lt the l award again in 2023.  

 

4. Brand Imagel 

a. Strelngth of Brand Association by 70% 

Strelngth of Brand Association has 70% 

e lxplanatory powelr to Brand imagel and having a 

mode lratel coelfficielnt mode l.  Strelngth brand 

association has a significant elffelct on consumelr 

satisfaction. Thel highelr the l brand strelngth brand 

association will incre lasel consumelr satisfaction. 

Garuda Indonelsia has strelngths in brand imagel 

among the l public such as a logo that is e lasily 

relcognize ld, has a good imagel, and convelys e lasily 

accelssible l information in providing se lrvicels.  

 

b. Favorability of Brand Association by 92% 

Favorability Brand Association has 92% 

e lxplanatory powelr to Brand imagel and having a 

strong coelfficielnt mode l. The l advantagels posse lsse ld 

by Garuda Indone lsia arel that passe lngelrs arel 

satisfie ld with the l facilitie ls and elquipme lnt provide ld 

and fele ll satisfie ld with the l comfort while l in the l 

Garuda Indone lsia aircraft.  

 

c. Unique lnelss of Brand Association by 89% 

Unique lnelss Brand Association has 89% 

e lxplanatory powelr to Brand imagel and having a 

strong coelfficielnt model. Garuda Indonelsia has its 

own uniquelne lss to its corporatel brand imagel, Thel 

slogan Thel Airlinel of Indonelsia is in accordancel 

with the l image l that is owne ld by Garuda Indone lsia 

be lcausel it prelse lnts the l Garuda Indonelsia 

e lxpelrielnce l concelpt with se lrvice ls that prioritize l the l 
hospitality of Indone lsian pe lople l.  

 

4. Custome lr Satisfaction 
 

a.  Trust by 1.00% 

Trust has 1.00% elxplanatory powelr to customelr 

satisfaction and having a strong coe lfficielnt mode l. 

Trust is some lthing that happe lns whe ln a customelr is 

satisfie ld with the l se lrvicel or product offelre ld by a 

company. In an airline l company, passelnge lr trust is 

one l of thel things that is considelre ld. In this study, 

Garuda Indone lsia is ablel to give l a selnse l of trust to 

its passelnge lrs in telrms of prioritizing passe lngelr 
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safelty and mele lting the l nele lds and delsirels of e lvelry 

Garuda Indone lsia airlinel passelnge lr. 

 

b. Loyalty by 99% 

Loyalty has 99% elxplanatory powelr to customelr 

satisfaction and having a strong coe lfficielnt mode l. 

the l highe lr thel le lve ll of satisfaction fellt by Garuda 

Indone lsia custome lrs, thel custome lr loyalty will 

increlasel. Conve lrse lly, the l lowe lr thel le lve ll of 

custome lr satisfaction, the l lowelr custome lr loyalty 

will be l. In this study Garuda Indonelsia passelnge lrs 

arel satisfield with the l se lrvicels provideld and havel 

high loyalty so that passelnge lrs will relcomme lnd 

Garuda Indonelsia to othelrs, will makel relpelat 

purchasels and spre lad positive l ne lws about Garuda 

Indone lsia.  

 

MODEL FIT 

Thel crite lria selt to delte lrmine l the l goodnelss of mode ll 

fit along with thel relsult from the l relse larch modell arel 

liste ld in the l following table l.  
Table 8 : 

 
 

 

Base ld on thel re lsult of mode ll fit te lst, RMSE lA, GFI, 

AGFI, TLI, and CFI are l good fits as thelse l 

indicators arel be llow the l elxpe lcteld valuel.  

REGRESSION WEIGHT MODEL 

 

Thel re lgrelssion we light findings are l shown in the l p-

valuel table l abovel, thel p- valuel with thre lel aste lrisks 

(***) indicatels that the l valuel is le lss than 0.05, and 

if the l p- value l is le lss than 0.05, thel rellationship is 

considelre ld significant.  
 

 

 

Table 9 : Regression Weight Model 

 
 

 

RESULT OF HYPOTHESIS TESTING 

Table 10 : Result of Hypothesis Testing 

 

 
 

INFLUENCE OF SERVICE QUALITY TO 

CUSTOMER SATISFACTION 

 

H1: Selrvicel Quality shows significant re llationship 

to Custome lr Satisfaction 

According to the l re lsult of hypothe lsis te lsting the l 

correllation be ltwe leln Selrvicel Quality and Custome lr 

Satisfaction is significant belcausel thel p-valuel as 

le lss than 0.05. Thel rellationship beltwe leln Selrvicel 

Quality and Custome lr Satisfaction is welak 52%. 

Thus, the l hypothe lsis is accelpte ld.  

INFLUENCE OF BRAND IMAGE TO 

CUSTOMER SATISFACTION 

 

H2: Brand Image l shows significant re llationship to 

Custome lr Satisfaction 
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According to thel relsult of hypothe lsis te lsting, the l 

correllation be ltwe leln Brand Image l and Custome lr 

Satisfaction is significant belcausel thel p-valuel as 

le lss than 0.05. Thel rellationship be ltwele ln Brand 

Image l and Custome lr Satisfaction is welak at 48%. 

Thus, the l hypothe lsis is accelpte ld.  

 

5. CONCLUSION 

 

1. Thelre l is a positivel significancel from Selrvicel 

Quality on Custome lr Satisfaction in Airlinel 

Industry casel study of Garuda Indonelsia. 

Selrvicel Quality influe lncels the l satisfaction by 

52% which is a welak relsult. Tangible l indicators 

havel thel highe lst elxplanatory powelr towards 

Selrvicel Quality, whilel Re lliability havel the l 

lowe lst elxplanatory powelr towards Selrvicel 

Quality.  

 

2. Thelre l is a positivel significancel from Brand 

Image l on Custome lr Satisfaction in Airline l 

Industry casel study of Garuda Indone lsia. Brand 

Image l influe lncels the l satisfaction by 48% which 

is a welak relsult. Re lfelrring to thel relsult, 

Favorability Brand Association havel the l highe lst 

e lxplanatory towards Brand Image l, while l 

Strelngth of Brand Association have l the l lowe lst 

e lxplanatory powelr towards Brand Imagel. Both 

Brand Imagel indicators shows a strong 

influe lncel towards customelr satisfaction.  

 

3. Custome lr Satisfaction shows the l two indicators 

trust and loyalty has a strong coe lfficielnt mode l. 

Trust and Loyalty belcome l a concelrn to the l 

company and belcomel e lvide lncel be lcausel whe ln 

custome lr fele ll satisfield and loyal to thel 

company. Garuda Indonelsia bel ablel to givel thel 

passelnge lrs se lnsel of trust and loyal to the l 

company belcausel Garuda Indonelsia prioritizing 

passelnge lr safelty and me lelting the l ne lelds and 

de lsirels of elve lry Garuda Indonelsia airlinel 

passelnge lr. 

 

4. This relse larch has shown that both variablel 

Selrvicel Quality and Brand Imagel considelreld 

welak influelncel, but still havel influelncel towards 

Custome lr Satisfaction. Howelvelr, Selrvicel 

Quality havel a highe lr influelncel compareld to 

Brand Imagel. This relse larch in conducteld to 

analyzel the l influe lnce l of se lrvicel quality and 

brand imagel towards customelr satisfaction in 

airlinel industry casel study of Garuda Indonelsia. 
 

RECOMMENDATION 
 

1. According to thel relsult, it shows that Selrvicel 

Quality has a rolel in customelr satisfaction. 

Garuda Indonelsia can pay morel attelntion to 

relliability in handling passe lngelrs such as thel 

se lrvicel provideld, the l accuracy of flight time l 

scheldule ls, and relliable l in relsponding to 

problelms that occur to Garuda Indone lsia 

passelnge lrs.  

 

2. Although Brand Imagel is not high as Selrvicel 

Quality on Custome lr Satisfaction, Garuda 

Indone lsia must maintain its brand imagel so as 

to provide l a good imagel among thel public.  

 

3. For furthe lr relselarch, thel study also should be l 

gathelring data morel spelcific, morel elxte lnsive l 

data not only for passelnge lrs who havel flown 

from Soelkarno Hatta Intelrnational Airport.  
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