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Abstract 

Customer loyalty has become a critical factor in maintaining competitiveness within Indonesia's lightweight steel 
industry, particularly in regions experiencing rapid construction growth such as Bali Province. This study aims to 
analyze the influence of product quality, brand image, and trust on customer loyalty, with customer satisfaction 
serving as a mediating variable among users of Kencana Truss lightweight steel products in Bali. A quantitative 
research approach with a causal associative design was employed. Data were collected through questionnaires 
distributed to 240 respondents selected using purposive sampling, consisting of retail customers, contractors, and 
building material retailers who had used Kencana Truss products. The data were analyzed using Structural Equation 
Modeling based on Partial Least Squares (SEM-PLS). The findings reveal that product quality has a positive and 
significant effect on brand image, customer satisfaction, and trust. Furthermore, brand image and trust significantly 
enhance customer satisfaction, while customer satisfaction exerts a strong positive influence on customer loyalty. 
The mediation analysis also confirms that customer satisfaction significantly mediates the relationship between 
product quality and customer loyalty. These results indicate that maintaining consistent product quality not only 
strengthens brand image and customer trust but also enhances customer satisfaction, ultimately fostering long-term 
customer loyalty. The study contributes to relationship marketing literature by providing empirical evidence from the 
Indonesian lightweight steel industry and offers practical implications for manufacturers seeking to improve customer 
retention through quality management and customer satisfaction strategies. 
 
Keywords: Product Quality, Brand Image, Trust, Customer Satisfaction, Customer Loyalty, SEM-PLS, Kencana 
Truss, Lightweight Steel Industry. 
 
INTRODUCTION 

The development of the construction industry in Indonesia over the past decade has shown significant changes, 
particularly in the use of building structural materials. The shift from wood to lightweight steel has occurred in various 
types of construction, including housing, villas, commercial buildings, public facilities, and the rapidly growing 
tourism projects in Indonesia. This shift in preference is inseparable from the public's need for more efficient, 
stronger, lighter, more durable construction materials, and greater stability against price and supply fluctuations. 
Various industry reports indicate that lightweight steel has superior characteristics such as high tensile strength, 
corrosion resistance, ease of installation, and efficient maintenance, making it a primary choice in modern 
construction. 

Amidst the demands of modernization and the green building trend , lightweight steel is considered more 
environmentally friendly because it doesn't require wood as a raw material, thus contributing to reducing 
deforestation. Furthermore, advances in construction digitalization, such as the use of Building Information Modeling 
(BIM), are also encouraging the selection of materials that are more precise, lightweight, and easy to digitally model. 
This situation further emphasizes lightweight steel's position as a future material in the construction world. The 
advantages of lightweight steel have been proven through numerous studies. The use of lightweight steel can reduce 
roof structural loads by up to 79% on a 6-meter span and up to 77% on a 12-meter span. Cost-wise, lightweight steel 
can reduce total construction costs by around 27–29% compared to wooden frames (Darmawan, 2015). Other studies 
have also found that lightweight steel accelerates completion times, reduces the risk of weather damage, and is more 
resistant to termites than wood (Layang, 2017; Aldiansyah, 2025). Thus, technically and economically, lightweight 
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steel is superior to conventional materials. The national light steel industry has also experienced significant growth. 
Light steel consumption in 2019 reached approximately 650,000 tons (Indonesian Steel Industry Association, 2020). 
However, the COVID-19 pandemic impacted the availability of imported raw materials, leading to price fluctuations 
and the emergence of products with varying quality standards on the market. This has led to increasingly fierce brand 
competition and pushed manufacturers to maintain consistent product quality to avoid losing customers. 

Bali is one of the regions with high construction demand, given its status as a national and international tourism 
hub. Construction of hotels, restaurants, villas, guesthouses, and housing is growing rapidly every year. Construction 
activity contracted in 2020, but rebounded in 2022 as the tourism sector recovered. This growth in construction 
demonstrates Bali's significant market potential for lightweight steel products. However, data on lightweight steel 
sales by brand in Bali is not publicly documented. There are no official data sources that empirically map market 
share, customer preferences, or brand performance in Bali. 

 
Figure 1.1 

Bali Province's Economic Growth in the Second Quarter of 2025 
 

Data from the Bali Provincial Statistics Agency (BPS) shows that Bali's economy is projected to grow by 5.82 
percent in 2025. This growth is driven by increased activity in the tourism, accommodation, public consumption, and 
infrastructure development sectors. This situation has resulted in increased construction activity and the demand for 
modern building materials such as lightweight steel in Bali Province. The high construction activity of hotels, villas, 
restaurants, and housing has also intensified competition in the lightweight steel industry, requiring companies to 
maintain product quality and build customer loyalty. 

The light steel distribution chain comprises several key actors, including manufacturers, distributors, hardware 
stores, contractors, developers, and end consumers. However, purchasing decisions are often more influenced by 
contractor recommendations than by direct consumer feedback. This creates a B2B2C relationship pattern, where 
brand selection is based not only on technical quality but also on profit margins, stock availability, and specific 
business relationships. Therefore, trust is a crucial factor in building customer loyalty in the light steel industry. 
Furthermore, consumers still face various issues, such as inconsistencies in material specifications, differences in 
quality between batches, variations in installation, price differences between brands, and a lack of information 
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regarding warranties and quality standards. This phenomenon demonstrates that product quality and customer trust 
are crucial factors in building customer loyalty. Kencana Truss is a lightweight steel brand widely used in Bali 
through its network of distributors, building supply stores, and contractor recommendations. However, to date, there 
has been no empirical research specifically examining Kencana Truss customer loyalty in Bali, particularly regarding 
the influence of product quality, brand image, satisfaction, and trust on customer loyalty. This situation indicates a 
research gap that requires further investigation. 

Marketing literature shows that customer loyalty is influenced by product quality, brand image, trust, and 
customer satisfaction (Kotler & Keller, 2016; Parasuraman et al., 1988). Previous research also shows that product 
quality significantly influences customer satisfaction and trust, which in turn drives loyalty and repeat purchases 
(Komaludin & Cokki, 2023; Putri et al., 2024; Astuti et al., 2025). Furthermore, trust is a crucial factor in the 
construction industry because consumers face technical and financial risks if product quality is inconsistent (Taufik 
et al., 2024; Urban, 2023). The use of lightweight steel is also relevant to the green building concept because it is 
considered more environmentally friendly than wood, has a long lifespan, and is recyclable (Wijaya & Kurniawan, 
2019; Wijono & Efrata, 2023). Perceptions of environmentally friendly materials have the potential to strengthen 
brand image, trust, and customer loyalty. 

Based on the phenomenon of competition in the light steel industry in Bali, there are still various problems 
related to product quality consistency, the influence of contractor recommendations in purchasing decisions, and less 
than optimal customer loyalty to certain light steel brands. In addition, the relationship between variables such as 
product quality, brand image, trust, satisfaction, and customer loyalty in the light steel industry still shows complexity 
due to the influence of distributors, contractors, and product quality variations in the field. On the other hand, previous 
studies still show limitations in the preparation of conceptual models and systematic literature synthesis, especially 
in the light steel industry in Bali. Therefore, this study was conducted to analyze the influence of product quality, 
brand image, and trust on customer loyalty through customer satisfaction among Kencana Truss users in Bali 
Province. 
 
LITERATURE REVIEW 
The influence of quality on brand image 
 Quality is considered a crucial factor in business management because it can influence consumer perceptions 
and assessments of a product or brand. The quality perceived by consumers shapes brand image through user 
experience, product attributes, benefits, and inherent characteristics. If a product's quality is perceived as good, the 
brand image formed in consumers' minds tends to be positive. 
 Various previous studies have shown a significant relationship between quality and brand image. In the 
marketing sector, product quality has been shown to increase positive consumer perceptions of a brand, thereby 
strengthening its image in the market (Ramadhani & Widodo, 2021). Other studies also indicate that product quality 
significantly influences brand image and consumer purchasing decisions (Hermawan & Harjatno, 2022). 
Furthermore, good quality can increase consumer trust in a brand, thereby strengthening its position in market 
competition (Rozi & Sari, 2022). Based on this description, the following research hypothesis can be formulated:  
H1. Quality has a positive and significant effect on brand image. 
 
The influence of quality on consumer satisfaction 
 When discussing consumer satisfaction with a product, it is essential to ensure that the product is of good 
quality. Quality is closely linked to consumer satisfaction because it reflects the product or service's ability to meet 
consumer needs and expectations. Quality is the overall characteristics of a product or service that provide value and 
satisfaction to customers (Kotler & Keller, 2021). Meanwhile, consumer satisfaction is the level of satisfaction a 
person feels after comparing a product's perceived performance with their expectations (Tjiptono & Chandra, 2022). 
 Consumer satisfaction is influenced by several variables, one of which is the perceived quality of a particular 
product. Various studies have shown that quality significantly influences consumer satisfaction. Research by Prasetyo 
and Marlina (2021) indicates that product quality has a positive and significant effect on consumer satisfaction. 
Furthermore, research by Putri and Santoso (2023) also found that the better the quality of the service and product 
provided, the higher the level of consumer satisfaction. Therefore, quality is a crucial factor in creating consumer 
satisfaction with a product or service. Based on this description, this study formulates the following hypothesis: 
H2. Quality has a positive and significant effect on consumer satisfaction. 
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The influence of quality on trust 
Consumer trust is a crucial factor in a company's success because it can influence long-term relationships 

between consumers and the company. Trust arises when consumers feel confident that the product or service provided 
can meet their needs and expectations. According to Kotler and Keller (2021), consumer trust is the customer's belief 
in a company's ability to provide value and fulfill its promises. Therefore, companies need to maintain product and 
service quality to maintain consumer trust. 

Quality plays a crucial role in building consumer trust. A high-quality product or service will provide a positive 
experience for consumers, thereby increasing their trust in the company. Tjiptono and Chandra (2022) state that 
quality reflects a product or service's ability to consistently meet customer needs. When consumers experience good 
quality, they will have greater trust in the brand and the company providing the product or service. 

Previous research has shown that quality has a positive and significant impact on consumer trust. Research by 
Putra and Wijaya (2021) found that product quality can increase consumer trust in a brand. Furthermore, research by 
Lestari and Pratama (2023) also showed that good service quality can strengthen customer trust in a company. 
Therefore, quality is a crucial factor in building and maintaining consumer trust. Based on this description, the 
following research hypothesis can be formulated: 
H3. Quality has a positive and significant effect on trust. 
 
The influence of brand image on customer satisfaction 

Brand image is the perceptions, beliefs, and impressions consumers have of a brand based on their experiences 
and the information they receive. A positive brand image adds value to a company by increasing consumer confidence 
and comfort in using a product or service. According to Kotler and Keller (2021), brand image is a set of perceptions 
formed in consumers' minds about a brand. Therefore, companies need to build a positive brand image to increase 
consumer satisfaction. 

Consumer satisfaction is the level of consumer feelings after comparing expectations with the performance of 
a product or service received (Tjiptono & Chandra, 2022). Consumers with positive perceptions of a brand tend to 
feel more satisfied because the brand is perceived as delivering quality, benefits, and experiences that meet their 
expectations. Thus, brand image is one factor influencing consumer satisfaction levels. 

Previous research has shown that brand image has a positive and significant impact on consumer satisfaction. 
Research by Ramadhani and Putri (2021) found that a positive brand image can increase consumer satisfaction with 
the products they use. Furthermore, research by Saputri and Hidayat (2023) also showed that the more positive a 
company's brand image, the higher the level of consumer satisfaction. Thus, brand image is a crucial factor in creating 
and enhancing consumer satisfaction. Based on this description, the following research hypothesis can be formulated: 
H4. Brand image has a positive and significant effect on consumer satisfaction. 
 
The influence of trust on consumer satisfaction 

Consumer trust is a crucial factor in creating customer satisfaction. Trust arises when consumers believe a 
product or service can deliver the benefits they expect. According to Kotler and Keller (2021), consumer trust is a 
customer's belief in a company or brand's ability to consistently deliver value. When consumers develop trust in a 
brand, they feel more comfortable and confident in using that product, which can increase customer satisfaction. 

Customer satisfaction is the level of feeling a person feels after comparing their expectations with the 
performance of a product or service they receive (Tjiptono & Chandra, 2022). Consumers who trust a brand tend to 
have positive perceptions of the quality of the product and service provided. Furthermore, trust can reduce the 
perceived risk consumers face when making a purchase, thus fostering customer satisfaction. 

Several previous studies have shown that trust has a positive and significant impact on customer satisfaction. 
Research by Pappas (2021) in the online shopping sector demonstrated that consumer trust can significantly increase 
customer satisfaction. Another study by Abdullah and Putri (2023) also found that customer trust is a crucial factor 
in increasing user satisfaction with technology-based products and services. Thus, trust is a crucial element in building 
customer satisfaction with a brand or company. Based on this description, the following research hypothesis can be 
formulated: 
H5. Trust has a positive and significant effect on consumer satisfaction. 
 
The influence of satisfaction on consumer loyalty 

Consumer satisfaction is a crucial factor influencing consumer loyalty to a product or service. Satisfied 
consumers are more likely to make repeat purchases and provide positive recommendations to others. According to 
Tjiptono and Chandra (2022), consumer loyalty is a customer's commitment to consistently repurchase a product or 
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service in the future. Therefore, companies need to maintain high levels of customer satisfaction to continuously 
increase customer loyalty. Consumer loyalty is formed through positive experiences consumers experience after 
using a particular product or service. High levels of satisfaction foster long-term relationships between consumers 
and companies because consumers feel their needs and expectations have been met. Kotler and Keller (2021) state 
that satisfied consumers tend to have a stronger emotional connection to a brand, thus increasing their loyalty to the 
company. 

Several previous studies have shown that satisfaction has a positive and significant impact on consumer loyalty. 
Research by Han and Hyun (2021) found that customer satisfaction can increase consumer loyalty in the tourism and 
service sectors. Furthermore, research by Clemes et al. (2022) also showed that customer loyalty is built through high 
levels of consumer satisfaction with the products and services received. Thus, consumer satisfaction is a crucial factor 
in fostering customer loyalty to a brand or company. Based on this description, the following research hypothesis can 
be formulated: 
H6. Satisfaction has a positive and significant effect on consumer loyalty. 
 
The influence of quality on loyalty through satisfaction 

Product quality is a crucial factor that can influence customer loyalty through customer satisfaction as a 
mediating variable. Product quality reflects a product's ability to consistently meet consumer needs and expectations. 
According to Kotler and Keller (2021), product quality is the product's ability to perform its functions, including 
durability, reliability, accuracy, ease of use, and other attributes that provide value to customers. In high-risk 
industries such as construction and light steel products, product quality is a key aspect because it relates to the 
product's safety, strength, and long-term durability. 

Good product quality will create a positive experience for customers, thereby increasing customer satisfaction. 
Tjiptono and Chandra (2022) state that customer satisfaction is a customer's evaluative response after comparing 
expectations with the product performance received. Customers who are satisfied with product quality are more likely 
to make repeat purchases, recommend the product to others, and build long-term relationships with the company. 
Thus, customer satisfaction acts as a link between product quality and customer loyalty. 

Previous research has shown that customer satisfaction mediates the effect of product quality on customer 
loyalty. Research by Putri et al. (2021) found that product quality positively influences loyalty through customer 
satisfaction. Furthermore, research by Komaludin and Cokki (2023) shows that customers who are satisfied with 
product quality tend to have higher loyalty . Another study by Zainuddin et al. (2024) also proved that customer 
satisfaction significantly mediates the relationship between product quality and customer loyalty. In the context of 
light steel products and green buildings, customer loyalty is also influenced by perceptions of the long-term quality 
and environmental responsibility of the products used (Wijono & Efrata, 2023). Based on this description, the 
following research hypothesis can be formulated: 
H7. Customer satisfaction significantly mediates the effect of product quality on customer loyalty. 
 
 

 
 
 
 

 
 
 
 
 

 
 
 
 
 

Figure 3.1. Research Framework 
 
 

CITRA	

MEREK	

KUALITAS 
PRODUK	

KEPUASAN 
PELANGGAN	

LOYALITAS 
PELANGGAN	

KEPERCA YAAN	



BUILDING CUSTOMER LOYALTY FOR USERS OF KENCANA TRUSS LIGHT STEEL PRODUCTS IN BALI 
PROVINCE 
I Putu Yoga Adi Pratama et al 

Publish by Radja Publika 
                5900 

 

METHOD 
This study uses a quantitative approach with a causal associative design, namely research that aims to test the 

cause-and-effect relationship between exogenous variables (product quality, brand image, trust), mediating variables 
(customer satisfaction), and endogenous variables (customer loyalty). The causal associative design is considered 
more appropriate than descriptive designs (which only describe phenomena) or comparative designs (which compare 
between groups), because the focus of the study is to analyze the determinants of customer loyalty based on the 
theoretical framework of relationship marketing . This research was conducted on Kencana Truss light steel product 
customers in Bali Province, with a focus on areas that are centers of distribution and consumption of light steel, 
namely: Denpasar City, Badung Regency, Gianyar Regency, Tabanan Regency, and Buleleng Regency. These areas 
were chosen because they cover the largest construction project areas in Bali and are the main markets for modern 
building materials, including light steel. 

The selection of Bali as a research location was based on the following reasons: (1) Empirical relevance: Bali 
has a high demand for building construction (housing, villas, hotels) so that the use of light steel is increasing. (2) 
Strong brand distribution: Kencana Truss is listed as one of the brands that is actively marketed through official 
distributors and the largest building stores in Bali. (3) Availability of respondents: There are retail consumers, 
contractors, and building stores that use the product repeatedly. (4) Opportunity for generalization: The market 
structure of light steel in Bali is representative enough to draw conclusions about customer behavior in other regions. 

Population is a generalization area consisting of objects and subjects that have certain qualities and 
characteristics that are determined by researchers to study and then draw conclusions (Sugiyono, 2021). The research 
population was all Kencana Truss customers in Bali Province, which included retail consumers (end users), building 
contractors, and building stores/resellers. This study used a purposive sampling technique because the population of 
Kencana Truss product users in Bali did not have a complete population list. According to Hair et al. (2022), the 
sample size in SEM-PLS can be determined through power analysis that considers the significance level (α = 0.05), 
a minimum statistical power of 0.80, and the largest number of predictors leading to an endogenous construct. In this 
research model, the sample size of 240 respondents has exceeded the recommended minimum size, thus being 
considered adequate to produce stable parameter estimates and hypothesis testing with good statistical power. So the 
number of samples in this study is 240 respondents. Criteria Which used in choose respondents is as follows. 

1. Have purchased or used Kencana Truss at least once in the last year. 
2. Aged ≥ 18 years (eligible to provide assessment). 
3. Willing to fill out the questionnaire in full. 
4. Customers are direct users, contractors, or building stores (not company employees). 

The type of data used in this study consists of quantitative data. And qualitative. 
1) Quantitative data is a type of data that is expressed in numbers or in the form of numbers (Sugiyono, 2021). 

Quantitative data that What is needed is customer data from the Kencana Truss Light Steel Product brand in 
Bali Province who will answer the statements in the questionnaire later. processed become data quantitative 
with scale Likert. 

2) The qualitative data in this study are respondents' opinions regarding statements covering the influence of 
product quality, brand image, and trust on customer satisfaction and customer loyalty of Kencana Truss Light 
Steel Products in Bali Province. 

 
Source data Which used in study This is as following. 

1) Data primary is data Which collected And processed Which used For support study. Data primary on study This, 
that is results from distribution of customer questionnaire answers done by study And answer from respondents 
that fulfills from criteria own research. 

2) Secondary data is data that refers to information collected from existing sources. Secondary data in this study 
was obtained from data such as customer satisfaction survey data for Kencana Truss customers and related 
empirical study data with research variables . 

 
According to Rahyuda (2016), descriptive statistics are statistical calculations that describe both sample 

characteristics and the relationships between variables in the sample. Descriptive statistics summarize a series of 
sample observations by describing both sample characteristics and the relationships between variables in the sample 
(Rahyuda, 2016). The research instrument in this study was pre-tested to ensure that each indicator was able to 
measure the construct accurately and consistently. Validity and reliability testing were conducted using the Partial 
Least Squares Structural Equation Modeling ( SEM-PLS ) approach, which is suitable for models with many latent 
constructs and reflective indicators. Validity testing was carried out through two main stages, namely convergent 
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validity and discriminant validity. Convergent validity was evaluated using the outer loading value , Average 
Variance Extracted (AVE) , and the t-statistics value from bootstrapping results . An indicator is declared valid if the 
outer loading value is ≥ 0.70, AVE ≥ 0.50, and the t-statistics value is significant at the 95% confidence level. 
Meanwhile, discriminant validity was analyzed using the Fornell–Larcker criteria and the Heterotrait–Monotrait 
Ratio (HTMT). A construct is said to have good discriminant validity if the square root of AVE is greater than the 
correlation between constructs, and the HTMT value is below the limit of 0.85–0.90. Inferential statistics is a 
statistical technique used to analyze sample data and apply the results to the population (Sugiyono, 2018:233). 
Inferential statistics are used to answer hypotheses. In this study, the inferential statistics used is Structural Equation 
Modeling analysis based on Partial Least Square (SEM-PLS). Data analysis was performed using SmartPLS software 
version 4.0. The SEM-PLS method was chosen because it is capable of analyzing complex models with many latent 
constructs and indicators, does not require a strict multivariate normal data distribution, and is suitable for research 
oriented towards prediction and theory development. 
 
RESULTS AND DISCUSSION 
Partial Least Square Analysis 
Outer Model Reflective Indicator Evaluation Results 
Convergent Validity Test 

convergent validity test of the reflection indicator can be seen from the Average Variance Extracted (AVE) 
value which must be greater than 0.5. Convergent validity can be seen from the Average Variance Extracted (AVE) 
in Table 1. 
 
Table 1 Convergent Validity AVE Test Results 

Variables Average Variance Extracted (AVE) 
Product Quality (X 1 ) 0.749 
Brand Image ( X 2 ) 0.795 
Trust (X 3 ) 0.785 
Customer Satisfaction ( Y1 ) 0.773 
Customer Loyalty ( Y2 ) 0.752 

Source : Primary data, processed 2026 
Based on Table 1, it can be seen that all AVE values of convergent validity are greater than 0.5, so it can be 

stated that the data in the study are valid. 
 

Discriminant Validity Test 
Discriminant validity compares the square root of Average Extracted (AVE) value of each construct with the 

correlation between other constructs in the model. A good discriminant validity value is if the measurement value is 
greater than 0.50. Table 5.10 below shows that the square root value of the AVE is each (0.892; 0.886; 0.879; 0.866, 
0.867) greater than the correlation of each construct, so it can be said that the model is valid when viewed from 
discriminant validity . 

 
Table 2 Discriminant Validity Test Results 

Variables Product 
Quality (X 1 ) 

Brand Image ( 
X 2 ) 

Trust (X 3 ) Customer 
Satisfaction ( Y1 ) 

Customer Loyalty 
( Y2 ) 

Product Quality 
(X 1 ) 0.892     

Brand Image ( X 2 

) 0.739 0.886    

Trust (X 3 ) 0.776 0.861 0.879   
Customer 
Satisfaction ( Y1 ) 

0.724 0.785 0.838 0.866  

Customer Loyalty 
( Y2 ) 0.763 0.872 0.910 0.837 0.867 

Source : Primary data, processed 2026 
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Reliability Cronbach's Alpha and Composite Reliability 
The reliability test of the variables in this study was measured using two criteria: Cronbach's alpha and 

composite reliability of the indicator blocks measuring the variables. A variable is considered reliable if the 
Cronbach's alpha and composite reliability values are above 0.70. Table 5.11 It can be seen that all Cronbach's alpha 
and Composite reliability values on each variable is greater than 0.70, so it can be stated that the data in the study is 
reliable . 

 
Table 3 Cronbach's alpha Reliability Test Results And Composite reliability 

Variables Cronbach's Alpha Composite Reliability 
Product Quality (X 1 ) 0.916 0.937 
Brand Image ( X 2 ) 0.914 0.940 
Trust (X 3 ) 0.931 0.948 
Customer Satisfaction ( Y1 ) 0.927 0.945 
Customer Loyalty ( Y2 ) 0.918 0.938 

Source : Primary data, processed 2026 
 
Structural Model Evaluation ( Inner Model ) 
Inner Model Evaluation aims to determine the goodness of fit of the model using the following methods: 
 
R–squares (R 2 ) 

R-Square (R 2 ) indicates the strength or weakness of the influence caused by variations in exogenous variables 
on endogenous variables. An R-Square (R 2 ) value greater than 0.50 is categorized as a strong model. The R-Square 
(R 2 ) value for each endogenous variable is presented in Table 4 as follows:  
Table 4 R-square Test Results 

Variables R Square R Square Adjusted 
Customer Satisfaction ( Y1 ) 0.825 0.823 
Customer Loyalty ( Y2 ) 0.828 0.827 

Source : Primary data, processed 2026 
Based on the table 4. The R-squares value is obtained for the customer satisfaction variable (Y1 ) . of 0.825 , 

which indicates a strong influence . The R-square value for the customer loyalty variable ( Y2 ) of 0.828 which shows 
it has a strong influence. 
a) Q-Square 

Q-Square calculation can be seen as follows: 
Q 2 = 1- (1-R 2 

1 ) (1-R 2 
2 ) 

Q 2 = 1- (1-0.825) (1-0.828) 
Q 2 = 1- (0.175) (0.172) 
Q 2 = 1- 0.0301 
Q 2 = 0.969 

Based on the calculation above, the Q-Square value obtained is 0.969, which is more than 0 and close to 1. 
Therefore, it can be concluded that the model has a predictive relevance value or the model can be said to have a 
relevant predictive value of 96.9 percent. This shows that the variation in the customer loyalty variable ( Y2 ) can be 
explained by variations in product quality (X 1 ), brand image (X 2 ), trust (X 3 ) and customer satisfaction (Y 1 ), while 
the remaining 2 percent is explained by other variables outside the model. 
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Statistical testing of variable relationships (Path)  
Table 5 shows the relationship between variables in this study. 
Table 5 Path Coefficients ( Mean, STDEV, T-Statistics, P-Values) 

Variables Original 
Sample 

Sample 
Mean 

Standard 
Deviation T Statistics P Values 

Product Quality – Brand Image 0.724 0.720 0.042 17,383 0.000 
Product Quality – Customer 
Satisfaction 0.349 0.346 0.074 4,749 0.000 

Product Quality – Trust 0.785 0.782 0.037 21,047 0.000 
Brand Image – Customer Satisfaction 0.197 0.196 0.056 3,524 0.000 
Trust – Customer Satisfaction 0.441 0.445 0.080 5,496 0.000 
Customer Satisfaction – Customer 
Loyalty 0.910 0.909 0.012 73,498 0.000 

Source : Primary data, processed 2026 
 Based on Table 5, it shows that the relationship between the variables of product quality level and brand 
image, product quality and customer satisfaction, product quality and trust, brand image and customer satisfaction, 
trust and customer satisfaction and customer loyalty has a positive and significant effect by comparing the calculated 
t-value which is greater than the t-table, namely 1.65 and by comparing the P-Values which are smaller than alpha 
0.05. 
 
Indirect effect 

The indirect effect aims to determine the significance of the indirect relationship between product quality 
variables and customer loyalty mediated by customer satisfaction variables . 
Table 6 Indirect Effects ( Mean, STDEV, T-Statistics, P-Values) 

Variables Original Sample Sample Mean Standard 
Deviation T Statistics P Values 

X 1 ®Y 1 ®Y 2 0.318 0.315 0.068 4,686 0.000 
Source : Primary data, processed 2026 

Table 6 shows that there is an indirect relationship between product quality and customer loyalty mediated by 
customer satisfaction with a t-value of 4.686 which is greater than the t-table of 1.65 with a p-value of 0.000 which 
is smaller than 0.05. This means that the customer satisfaction variable is able to mediate the effect of product quality 
on customer loyalty at Kencana Truss, Bali Province. 

 
Figure 5.11 

SEM-PLS Analysis Results Path Diagram 
 
Hypothesis Testing 

Hypothesis testing to answer the research objectives can be seen from the calculated t-value compared with 
the t-table value or the probability value compared with the real level used, namely 0.05 in Tables 5.13 and 5.14 for 
the indirect effect test. 
(1) The calculation results show that product quality has a positive and significant effect on brand image as indicated 
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by the t-count value of 17.383 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in accordance with 
H1 that product quality has a positive and significant effect on the brand image of Kencana Truss in Bali Province. 
  

(2) The calculation results show that product quality has a positive and significant effect on customer satisfaction as 
indicated by the t-count value of 4.749 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in accordance 
with H2 that product quality has a positive and significant effect on customer satisfaction at Kencana Truss in Bali 
Province. 

(3) The calculation results show that product quality has a positive and significant effect on trust as indicated by the 
calculated t- value of 21.047 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in accordance with H 
3 that product quality has a positive and significant effect on trust in Kencana Truss in Bali Province. 

(4) The calculation results show that brand image has a positive and significant effect on customer satisfaction , as 
indicated by the calculated t- value of 3.524 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in 
accordance with H 4 that brand image has a positive and significant effect on customer satisfaction. Kencana 
Truss in Bali Province. 

(5) The calculation results show that trust has a positive and significant effect on customer satisfaction , as indicated 
by the calculated t- value of 5.496 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in accordance 
with H 5 that trust has a positive and significant effect on customer satisfaction. Kencana Truss in Bali Province. 

(6) The calculation results show that customer satisfaction has a positive and significant effect on customer loyalty 
, as indicated by the calculated t- value of 73.498 > t-table, namely 1.65 with a p-value of 0.000 < 0.05, this is in 
accordance with H 6 that customer satisfaction has a positive and significant effect on customer loyalty. Kencana 
Truss in Bali Province. 

(7) The calculation results show that customer satisfaction is able to mediate the influence of product quality on 
customer loyalty as indicated by the calculated t- value of 4.686 > t-table, namely 1.65 with a p-value of 0.000 
< 0.05, this means that customer satisfaction mediates the influence of product quality on customer loyalty. 

 
Discussion 
The influence of product quality on the brand image of Kencana Truss in Bali Province 

The results of the hypothesis testing show that product quality has a positive and significant effect on the brand 
image of Kencana Truss in Bali Province, as indicated by the calculated t-value of 17.383, which is greater than the 
t- table of 1.65, and a significance value of 0.000, which is less than 0.05. This finding indicates that the higher the 
customer's perception of product quality, the more positive the brand image formed. In this study, product quality is 
perceived through quality consistency, material durability, specification accuracy, and the product's ability to meet 
user needs. These results indicate that product quality is the main factor that shapes consumer perceptions of the 
Kencana Truss brand. 

These findings are relevant to the characteristics of the lightweight steel industry, which carries a higher level 
of risk compared to everyday consumer products. In the construction industry, brand image is shaped more by actual 
user experience and product technical performance than by promotional activities alone. Consumers tend to associate 
brands with good quality, high durability, and guaranteed safety as trustworthy. This is increasingly important in 
Bali, which has a high level of property and tourism development and environmental characteristics that require the 
use of construction materials that are resistant to humidity and weather changes. The results of this study support the 
theory proposed by Kotler and Keller (2016) that perceived product quality can form positive associations with a 
brand, thereby enhancing its reputation and positioning in the market. These findings also align with research by 
Novitasari and Putra (2023) and Rafli et al. (2024), which shows that product quality is a crucial factor in shaping 
brand image and consumer preferences. These similar results indicate that product quality is consistently a primary 
determinant of brand image across various industrial sectors, including the lightweight steel industry. 
 
The influence of product quality on customer satisfaction of Kencana Truss in Bali Province 

The results of the hypothesis testing show that product quality has a positive and significant effect on Kencana 
Truss customer satisfaction in Bali Province, as indicated by the t-value of 4.749, which is greater than the t-table of 
1.65, and the p-value of 0.000, which is smaller than 0.05. This finding indicates that product quality is an important 
factor in shaping customer satisfaction. The better the product quality perceived by customers, the higher the level of 
satisfaction obtained after using Kencana Truss light steel products. In this study, product quality is reflected in 
quality consistency, specification accuracy, material durability, and the product's ability to meet user needs. 

These findings are relevant to the characteristics of the lightweight steel industry, which prioritizes product 
technical performance as the primary basis for customer evaluation. Unlike everyday consumer products, which are 
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often influenced by emotional and symbolic aspects, customer satisfaction in the construction industry is largely 
determined by the functional benefits experienced during use. Customers will be satisfied if the product is easy to 
install, has good structural strength, is corrosion-resistant, and is able to support the success of construction projects. 
This is increasingly important in Bali, which has a high level of property and tourism development and a tropical 
environment that demands the use of construction materials with long-term durability. Furthermore, the decision to 
use lightweight steel is often influenced by recommendations from contractors and builders who have direct 
experience with product quality in the field. 

The results of this study support the Expectation–Disconfirmation Theory proposed by Oliver (1980), which 
explains that satisfaction arises when a product's actual performance meets or exceeds customer expectations. This 
finding also aligns with research by Dewi and Widyastuti (2022), Safitri and Widyastuti (2023), and Nugraha and 
Rahman (2024), which shows that product quality is a significant determinant of customer satisfaction. These similar 
results indicate that product quality is consistently a key factor in creating satisfaction across various industrial 
sectors, including the light steel industry, which has a relatively high usage risk. 
 
The influence of product quality on trust in Kencana Truss in Bali Province 

The results of the hypothesis testing indicate that product quality has a positive and significant effect on 
Kencana Truss customer trust in Bali Province. This is indicated by the t-statistics value of 21.047 which is greater 
than the t-table of 1.65 with a p-value of 0.000 which is smaller than 0.05. In addition to being statistically significant, 
the original sample value of 0.785 indicates that product quality has a very strong influence on customer trust. This 
finding indicates that product quality is a dominant factor in shaping customer confidence in the reliability and safety 
of Kencana Truss products. 

These findings indicate that customers in the light steel industry tend to build trust based on actual product 
performance experiences rather than solely on brand promotion or popularity. In this study, product quality is 
reflected in material strength, corrosion resistance, product stability, dimensional precision, and the product's ability 
to provide long-term building safety. These characteristics are crucial because light steel products are directly related 
to construction safety, project costs, and the risk of long-term damage. In the context of Bali, the need to build villas, 
hotels, restaurants, and lodgings, coupled with environmental conditions with high humidity and exposure to sea air, 
makes contractors and project owners increasingly selective in assessing the quality of the materials used. Therefore, 
products that can consistently demonstrate quality will more easily gain customer trust. 

The results of this study support Morgan and Hunt's (1994) relationship marketing theory, which states that 
trust is formed when customers have confidence in the reliability and integrity of a product or company. These 
findings also align with research by Rahman and Syafitri (2021), Wahyuni and Pratama (2022), Kurniawan et al. 
(2023), and Saputri and Hidayat (2024), which demonstrate that product quality is a crucial factor in building 
customer trust. These similar results indicate that customers tend to build trust based on consistent user experiences 
and the product's ability to meet their expectations. 
 
The Influence of Brand Image on Customer Satisfaction of Kencana Truss in Bali Province 

The results of the study indicate that brand image has a positive and significant effect on Kencana Truss 
customer satisfaction in Bali Province. This is indicated by the t-value of 3.524, which is greater than the t-table of 
1.65, and a significance value of 0.000, which is smaller than 0.05. This finding indicates that the more positive the 
Kencana Truss brand image in the minds of customers, the higher the level of satisfaction felt after using the product. 
In other words, a strong brand image can shape positive beliefs and expectations that then influence customer 
evaluations of the product usage experience. 

In the light steel industry, customer satisfaction is determined not only by the product's physical performance 
but also by the brand's reputation and credibility. Brand image serves as a quality signal that helps customers reduce 
uncertainty in decision-making, especially since construction materials carry a relatively high risk of use. This 
condition is increasingly relevant in Bali, which is experiencing development growth in the tourism and property 
sectors. Furthermore, decisions to use construction materials are often influenced by recommendations from 
contractors, building supply stores, and business networks. Therefore, reputable brands tend to be more trusted and 
provide a higher level of customer satisfaction. The results of this study support the concept proposed by Keller 
(2013) that brand image is a set of perceptions and associations embedded in consumers' memories and influences 
their evaluation of a product. This finding is also in line with research by Handayani and Putri (2021), Saputra and 
Lestari (2022), Wijaya et al. (2023), and Prakoso and Utami (2024), which found that brand image has a positive 
effect on customer satisfaction. These similar results indicate that a strong brand image can form positive expectations 
before purchase and strengthen customer evaluations after using the product. 
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The influence of trust on customer satisfaction of Kencana Truss in Bali Province 

The results of the hypothesis testing indicate that trust has a positive and significant effect on Kencana Truss 
customer satisfaction in Bali Province. This is indicated by the calculated t-value of 5.496, which is greater than the 
t-table of 1.65, with a significance value of 0.000, which is less than 0.05. This finding indicates that the higher the 
level of customer trust in Kencana Truss, the higher the level of perceived satisfaction. These results indicate that 
customer satisfaction is not only influenced by the physical quality of the product, but also by customer confidence 
in the product's reliability, consistency, and ability to meet their expectations. 

In the light steel industry, trust plays a crucial role because customers face relatively high usage risks. Mistakes 
in material selection can impact building quality, cost overruns, and even long-term safety risks. Therefore, customers 
tend to be satisfied when the products they use are proven to be of consistent and reliable quality. This finding 
becomes even more relevant in the context of Bali, where the tourism and property sectors are rapidly developing, 
requiring construction materials that can guarantee long-term quality. Furthermore, decisions about construction 
material use are often influenced by recommendations from contractors, distributors, and previous user experiences, 
making trust a crucial factor in the customer evaluation process. 

The results of this study support the Relationship Marketing theory proposed by Morgan and Hunt (1994), 
which states that trust is the primary foundation for building long-term relationships between companies and 
customers. Trust reflects customers' confidence in the company's reliability and integrity in fulfilling its promises. 
These findings also align with research by Firmansyah and Dewi (2021), Wibowo and Hartati (2022), Prasetyo et al. 
(2023), and Anggraini and Saputra (2024), which shows that trust has a positive effect on customer satisfaction. 
These similar results indicate that customers with high levels of trust tend to provide more positive evaluations of the 
product usage experience. 
 
The influence of customer satisfaction on customer loyalty of Kencana Truss in Bali Province 

The results of the hypothesis testing indicate that customer satisfaction has a positive and significant effect on 
Kencana Truss customer loyalty in Bali Province. This is indicated by the t-statistics value of 73.498, which is much 
greater than the t-table of 1.65, with a p-value of 0.000, which is smaller than 0.05. In addition to being statistically 
significant, the original sample value of 0.910 indicates that the influence of customer satisfaction on customer loyalty 
is in the very strong category. This finding indicates that Kencana Truss customer loyalty is largely shaped by the 
level of satisfaction felt by customers after using the product. 

This strong relationship demonstrates that customer loyalty in the light steel industry is based more on actual 
user experience than on mere promotional factors. Customers who are satisfied with product quality, material 
durability, ease of use, and the results obtained from construction projects are more likely to reuse and continue to 
choose Kencana Truss even when alternative brands are available on the market. In the context of Bali, this 
relationship becomes even more relevant because development in the tourism and property sectors requires 
construction materials that can provide long-term quality and safety. Therefore, contractors and project owners tend 
to stick with products that have proven to deliver satisfactory results rather than trying other products with less clear 
track records. 

The results of this study support the customer loyalty theory proposed by Oliver (1999), which explains that 
loyalty is formed when customers experience consistent satisfaction, resulting in a commitment to reuse a product or 
brand. These findings also align with research by Hidayat and Prabowo (2021), Sari and Nugroho (2022), Utami et 
al. (2023), and Ramli and Kurniawan (2024), which indicates that customer satisfaction is a primary factor 
influencing customer loyalty. These similar results indicate that customers who experience consistently positive 
experiences tend to have a stronger commitment to maintaining their relationship with the company. 
 
The influence of product quality on customer loyalty through customer satisfaction of Kencana Truss in Bali 
Province 

The test results show that customer satisfaction is able to mediate the effect of product quality on customer 
loyalty at Kencana Truss in Bali Province. This is indicated by the calculated t-value of 4.686, which is greater than 
the t-table of 1.65, with a significance level of 0.000, which is less than 0.05. This finding indicates that product 
quality does not automatically generate customer loyalty, but rather first forms customer satisfaction, which then 
encourages loyalty. Thus, customer satisfaction plays an important role in explaining how product quality can be 
translated into loyal customer behavior. These results indicate that customer loyalty in the light steel industry tends 
to be formed through a satisfying user experience. Customers evaluate product quality based on perceived benefits 
during use, such as material strength, durability, ease of installation, and conformance to specifications. When these 
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experiences meet or exceed customer expectations, satisfaction results, ultimately leading to a desire to reuse the 
same product on subsequent projects. In the Balinese context, this is particularly relevant because construction 
projects in the tourism and property sectors generally require materials with long-term quality and reliability, leading 
customers to retain products that have proven to deliver satisfactory results. 

The findings of this study support the customer loyalty theory proposed by Oliver (1999), which explains that 
loyalty develops through cognitive, affective, and conative stages. In this study, product quality shapes customers' 
cognitive evaluations of product performance, then generates satisfaction as an affective response, and ultimately 
drives loyalty in the form of reuse or recommendations to others. This finding is also in line with research by Putri 
and Santoso (2021), Wulandari and Hidayat (2022), Fadillah et al. (2023), and Gunawan and Prasetyo (2024), which 
found that customer satisfaction mediates the effect of product quality on customer loyalty. However, the results of 
this study need to be interpreted with caution because the data were obtained through a self-report questionnaire, 
which could potentially introduce bias in respondents' perceptions. Furthermore, customer loyalty is not only 
influenced by product quality and customer satisfaction but can also be influenced by other factors such as price, 
relationships with distributors, after-sales service, and the level of market competition. Therefore, this research model 
does not fully explain all the factors contributing to the formation of customer loyalty. 
 
CONCLUSION 

Based on the results of the research that has been conducted, it can be concluded that: 
1) Product quality has a positive and significant impact on Kencana Truss' brand image in Bali Province. The 

results show that the better the product quality perceived by customers, the more positive the Kencana Truss 
brand image. This finding indicates that product quality is a key factor in shaping positive customer perceptions 
of a brand, particularly in the light steel industry, which places greater emphasis on functionality and product 
performance. 

2) Product quality has a positive and significant impact on customer satisfaction at Kencana Truss in Bali 
Province. The higher the product quality received, the higher the perceived satisfaction level. This demonstrates 
that a product's ability to meet customer needs and expectations is a crucial factor in creating a satisfying user 
experience. 

3) Product quality has a positive and significant impact on customer trust at Kencana Truss in Bali Province. 
Research shows that consistent product quality can increase customer confidence in the company's reliability, 
credibility, and commitment to providing products that meet customer expectations. 

4) Brand image has a positive and significant impact on Kencana Truss customer satisfaction in Bali Province. 
The better the company's brand image, the higher the level of customer satisfaction. These findings indicate 
that customer satisfaction is influenced not only by product quality but also by positive perceptions of the 
Kencana Truss brand's reputation and values. 

5) Customer trust has a positive and significant impact on customer satisfaction at Kencana Truss in Bali Province. 
The higher the level of customer trust in the company and its products, the higher the perceived satisfaction. 
This indicates that customer confidence in a company's credibility is a crucial factor in increasing customer 
satisfaction. 

6) Customer satisfaction has a positive and significant impact on Kencana Truss customer loyalty in Bali 
Province. Satisfied customers are more likely to make repeat purchases, continue using Kencana Truss 
products, and recommend them to others. These findings suggest that customer loyalty is built through positive 
and consistent user experiences. 

7) Customer satisfaction mediates the effect of product quality on customer loyalty at Kencana Truss in Bali 
Province. The results show that product quality does not directly shape customer loyalty, but rather first 
increases customer satisfaction, which then drives loyalty. Thus, customer satisfaction is the primary 
mechanism bridging the relationship between product quality and customer loyalty, making it a strategic focus 
for companies in retaining customers in the long term. 

 
 

REFERENCES 
Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand name. Free Press. 
Aaker, D. A. (1997). Dimensions of brand personality. Journal of Marketing Research, 34(3), 347–356. 
Abdullah, F., Ward, R., & Ahmed, E. (2016). Investigating the influence of the most commonly used external 

variables of TAM on students’ perceived ease of use (PEOU) and perceived usefulness (PU) of e-portfolios. 
Computers in Human Behavior, 63, 75–90. https://doi.org/10.1016/j.chb.2016.05.014 



BUILDING CUSTOMER LOYALTY FOR USERS OF KENCANA TRUSS LIGHT STEEL PRODUCTS IN BALI 
PROVINCE 
I Putu Yoga Adi Pratama et al 

Publish by Radja Publika 
                5908 

 

Adinata, R., & Tjiptodjojo, A. (2025). The mediating role of trust between product knowledge and purchase intention 
in e-commerce consumers. Jurnal Ekonomi dan Bisnis Digital Indonesia, 9(1), 22–34. 

Affifatusholihah, N., & Sari, W. P. (2023). The influence of brand image, customer experience, and promotion on 
customer loyalty in technology-based businesses. Jurnal Manajemen dan Bisnis, 12(2), 115–126. 

Agustiningrum, D., & Andjarwati, T. (2021). The role of trust and perceived security in online purchase decisions. 
Jurnal Manajemen dan Kewirausahaan Indonesia, 6(2), 115–128. 

Amalia, R., Sari, P., & Ramadhan, F. (2023). The effect of trust and satisfaction on customer loyalty in the Gojek 
marketplace platform. Jurnal Ekonomi dan Bisnis Digital, 5(1), 45–58. 

Anggraini, D., & Saputra, H. (2024). Pengaruh kepercayaan terhadap kepuasan pelanggan dan loyalitas konsumen. 
Jurnal Manajemen dan Bisnis, 12(1), 88–101. 

Annisa, D., Wahyudi, R., & Lestari, F. (2023). Customer experience and its impact on loyalty among Gen Z 
consumers in coffee shops of Bengkulu City. Jurnal Hospitality dan Pariwisata, 9(2), 133–145. 

Ardiansyah, F., & Dewi, P. (2020). Kualitas pelayanan dan pengaruhnya terhadap loyalitas pelanggan industri 
konstruksi di Indonesia. Jurnal Manajemen dan Kewirausahaan, 22(1), 45–58 

Ardiansyah, F., & Dewi, R. (2020). Pengaruh kualitas pelayanan terhadap loyalitas pelanggan pada industri 
konstruksi. Jurnal Manajemen Pemasaran, 14(2), 85–95. 

Arindra, I. G. A. R., & Yulianthini, N. N. (2023). Pengaruh citra merek terhadap keputusan pembelian smartphone 
Xiaomi di Kota Denpasar. Jurnal Ekonomi dan Bisnis Udayana, 12(3), 215–228. 

Asri, D., & Julisman, H. (2021). Pengaruh citra merek terhadap minat beli konsumen pada produk Philips di Yogya 
Grand Majalengka. Jurnal Ilmu Manajemen dan Bisnis, 8(1), 45–56. 

Astuti, R., Prameswari, N., & Lestari, D. (2025). Pengaruh kualitas produk, inovasi, dan country of origin terhadap 
minat beli konsumen Viva Cosmetics di Indonesia. Jurnal Pemasaran dan Bisnis Modern, 7(1), 22–35. 

Awalya, L., Pratiwi, D., & Setiono, R. (2023). Brand image, brand trust, and purchase intention in cosmetic products. 
Jurnal Pemasaran Indonesia, 11(2), 73–84. 

Badan Pusat Statistik. (2021). Statistik impor baja Indonesia. BPS. 
Badri, F., & Rahma Dina, S. (2025). Pengaruh citra merek terhadap keputusan pembelian pada Toko Sayur Keren 

di Padang. Jurnal Ekonomi dan Bisnis Terapan, 13(1), 41–52. 
Bank Indonesia. (2022). Perkembangan ekonomi regional Bali. BI Press. 
Bisnis.com. (2016). Ekonomi Bali tumbuh 6,17% pada triwulan III/2016. Diakses dari https://www.bisnis.com 
Bitner, M. J., & Hubbert, A. R. (1994). Encounter satisfaction versus overall satisfaction versus service quality: The 

consumer’s voice. In R. T. Rust & R. L. Oliver (Eds.), Service quality: New directions in theory and 
practice (pp. 72–94). Thousand Oaks, CA: Sage Publications. 

Cerri, S. (2016). Assessing the relationship between service quality, satisfaction, and loyalty: The case of the hotel 
industry in Albania. Journal of Tourism, Heritage & Services Marketing, 2(1), 30–36. 
https://doi.org/10.5281/zenodo.376326 

Chandio, F. H., & Al-Gahtani, S. S. (2015). The impact of service quality on customer trust: Evidence from banking 
sector of Pakistan. International Journal of Marketing Studies, 7(6), 117–126. 

Chen, L., Li, P., & Zhang, Y. (2019). Performance evaluation of lightweight steel materials in modern construction. 
International Journal of Structural Engineering, 10(3), 255–270. 

Chen, Y., Li, H., & Wong, J. (2019). Performance and durability of lightweight steel in modern construction. 
International Journal of Structural Engineering, 12(3), 155–170. 

Cheng, X., Chen, J., & Liu, Y. (2024). The role of trust in AI chatbot adoption: The impact of empathy and familiarity. 
Computers in Human Behavior, 153, 108071. 

Cheung, C., & Law, R. (2014). Enhancing hotel employees’ brand-building behavior: The roles of perceived fairness, 
self-efficacy, and brand image. International Journal of Hospitality Management, 36, 155–164. 
https://doi.org/10.1016/j.ijhm.2013.09.001 

Chou, S. Y., Chen, C. W., & Lin, J. Y. (2015). Female online shoppers: Examining the mediating roles of e-
satisfaction and e-trust on e-loyalty development. Internet Research, 25(4), 542–561. 
https://doi.org/10.1108/IntR-09-2013-0193 

Choudhury, M. M., & Harrigan, P. (2014). CRM to social CRM: The integration of new technologies into customer 
relationship management. Journal of Strategic Marketing, 22(2), 149–176. 

Choung, H., Lee, S., & Park, Y. (2022). Trust in AI and customer engagement: An empirical study in service contexts. 
Journal of Service Management, 33(5), 789–808. 



BUILDING CUSTOMER LOYALTY FOR USERS OF KENCANA TRUSS LIGHT STEEL PRODUCTS IN BALI 
PROVINCE 
I Putu Yoga Adi Pratama et al 

Publish by Radja Publika 
                5909 

 

Christiarini, D., & Rahmadilla, S. (2021). Kepuasan konsumen sebagai variabel intervening antara kualitas produk 
dan keputusan pembelian produk kecantikan di Batam. Jurnal Manajemen dan Kewirausahaan, 9(2), 115–
126. 

Christiarini, M. (2021). Pengaruh kualitas produk terhadap keputusan pembelian dengan kepuasan sebagai variabel 
mediasi pada produk kecantikan Batam. Jurnal Manajemen, 9(1), 56–70. 

Clemes, M. D., Gan, C., & Zhang, D. (2013). An empirical analysis of customer satisfaction and loyalty in the 
Chinese mobile telecommunications industry. Asia Pacific Journal of Marketing and Logistics, 25(5), 
745–763. https://doi.org/10.1108/APJML-01-2013-0011 

Darmawan, D. (2015). Analisis penggunaan baja ringan sebagai pengganti kayu pada konstruksi atap. Jurnal Teknik 
Sipil Indonesia, 7(2), 101–110. 

Delgado‐Ballester, E., Munuera‐Alemán, J. L., & Yagüe‐Guillén, M. J. (2003). Development and validation of a 
brand trust scale. International Journal of Market Research, 45(1), 35–54. 

Dewi Puspitasari, R., Mulyani, T., & Prasetyo, A. (2023). Tinjauan literatur tentang pengaruh kualitas produk 
terhadap keputusan pembelian. Jurnal Kajian Konsumen, 4(2), 77–90. 

Dewi, N. L. P., & Widyastuti, S. (2022). Pengaruh kualitas produk terhadap citra merek dan keputusan pembelian. 
Jurnal Manajemen dan Bisnis, 10(2), 145–156. 

Efendioglu, A. M., & Durmaz, Y. (2022). The impact of Instagram advertising on brand awareness and brand 
association among Generation Y consumers. International Journal of Marketing Studies, 14(1), 1–12. 

Fadillah, M., Rahmawati, N., & Putra, A. (2023). Peran kepuasan pelanggan dalam memediasi pengaruh kualitas 
produk terhadap loyalitas pelanggan. Jurnal Riset Manajemen, 11(1), 77–89. 

Fang, C., Huang, P., & Wierman, J. (2018). Loyalty programs and user retention in the sharing economy. Journal of 
Business Research, 92, 168–178. 

Firmansyah, M., & Dewi, R. (2021). Peran kepercayaan dalam meningkatkan kepuasan pelanggan pada sektor jasa. 
Jurnal Ekonomi dan Bisnis, 9(3), 210–222. 

Fong, C. Y., & Wong, M. Y. (2010). The impact of perceived quality and green marketing on consumer purchase 
intention of green products. Asian Social Science, 6(12), 72–80. https://doi.org/10.5539/ass.v6n12p72 

Fronzetti Colladon, A., Guardabascio, B., & Innarella, R. (2021). Brand importance and sentiment analysis: 
Measuring corporate reputation in the fashion industry. Journal of Business Research, 132, 142–156. 

Garvin, D. A. (1987). Competing on the eight dimensions of quality. Harvard Business Review, 65(6), 101–109 
Ghozali, I., & Latan, H. (2015). Partial least squares: Konsep, teknik dan aplikasi menggunakan SmartPLS 3.0. 

Badan Penerbit UNDIP. 
Gunawan, H., & Prasetyo, A. (2024). Analisis mediasi kepuasan pelanggan pada hubungan kualitas produk dan 

loyalitas pelanggan. Jurnal Ilmu Manajemen, 12(2), 120–134. 
Han, H. (2013). The relationships of perceived value, satisfaction, and loyalty: The moderating role of gender and 

age in the hotel industry. International Journal of Hospitality Management, 32, 144–152. 
https://doi.org/10.1016/j.ijhm.2012.05.009 

Handayani, L., & Kadarusman, R. (2024). Pengaruh citra merek dan kualitas produk terhadap keputusan pembelian 
produk skincare herbal SR12. Jurnal Bisnis dan Ekonomi Kreatif, 6(2), 101–114. 

Handayani, S., & Putri, R. (2021). Pengaruh citra merek terhadap kepuasan dan loyalitas pelanggan. Jurnal 
Manajemen Pemasaran, 9(2), 120–132. 

Hanum, N., & Wiwoho, M. (2023). Trust and perceived risk in online shopping behavior among Indonesian 
consumers. Jurnal Pemasaran dan Bisnis Indonesia, 8(1), 47–58. 

Hasibuan, H., & Siahaan, D. (2021). Pengaruh inovasi produk dan jaminan mutu terhadap citra merek baja ringan 
di Indonesia. Jurnal Ekonomi dan Bisnis Terapan, 6(4), 321–334. 

Heitmann, M., Lehmann, D. R., & Herrmann, A. (2007). Choice goal attainment and decision and consumption 
satisfaction. Journal of Marketing Research, 44(2), 234–250. 

Helda, R., & Malik, S. (2024). Analisis pengaruh citra merek, kualitas produk, dan harga terhadap keputusan 
pembelian pada UMKM di Jember. Jurnal Ekonomi dan Bisnis Terapan Politeknik Negeri Jember, 5(1), 55–
68. 

Hidayat, R., & Prabowo, A. (2021). Pengaruh kepuasan pelanggan terhadap loyalitas pelanggan pada berbagai sektor 
industri. Jurnal Manajemen dan Bisnis, 9(1), 65–78. 

Ida Bagus, & Yulianthini, N. (2023). Pengaruh citra merek terhadap keputusan pembelian smartphone Xiaomi di 
Bali. Jurnal Ilmu Konsumen Indonesia, 9(2), 55–65. 

Ilham, M., & Lestari, P. (2024). Pengaruh kualitas produk dan harga terhadap kepuasan konsumen susu SGM di 
Palembang. Jurnal Riset Pemasaran Indonesia, 10(1), 29–40. 



BUILDING CUSTOMER LOYALTY FOR USERS OF KENCANA TRUSS LIGHT STEEL PRODUCTS IN BALI 
PROVINCE 
I Putu Yoga Adi Pratama et al 

Publish by Radja Publika 
                5910 

 

Iliyas, S., Wibowo, H., & Lestari, P. (2021). Product quality and customer satisfaction in Nikimi Mart. Journal of 
Retail Management, 5(2), 22–31. 

Jank, N., & Yahav, I. (2010). Repeat purchasing and e-loyalty: The moderating role of network effects. Electronic 
Commerce Research and Applications, 9(3), 261–272. 

Jank, W., & Yahav, I. (2010). E-loyalty networks in online auctions. Annals of Applied Statistics, 4(4), 1510–1535. 
Keller, K. L. (2013). Strategic brand management: Building, measuring, and managing brand equity (4th ed.). 

Pearson. 
Kementerian Perindustrian. (2021). Statistik industri baja ringan Indonesia. Kemenperin. 
Khotimah, S., Nurjanah, E., & Siregar, A. (2023). Perceived risk, trust, and purchase intention in online food retail. 

Jurnal Bisnis dan Manajemen, 14(1), 101–112. 
Khusni, M., Fadillah, R., & Pratiwi, E. (2023). Analisis pengaruh kualitas produk, harga, dan layanan terhadap 

keputusan pembelian madu An Najiib. Jurnal Ilmu Ekonomi dan Bisnis Islam, 9(1), 51–63. 
Kim, W. C., & Mauborgne, R. (2017). Blue Ocean Shift: Beyond competing. Hachette Books. 
Komaludin, & Cokki. (2023). Kualitas produk sebagai determinan kepuasan dan loyalitas pelanggan pada produk 

konsumsi. Jurnal Manajemen Pemasaran Indonesia, 17(2), 101–115. 
Komaludin, K., & Cokki, C. (2023). Pengaruh persepsi kualitas produk terhadap kepuasan konsumen dan niat beli 

ulang pada berbagai sektor industri di Indonesia. Jurnal Manajemen dan Kewirausahaan Indonesia, 11(2), 
95–108. 

Kotler, P., & Armstrong, G. (2001). Principles of marketing (9th ed.). Prentice Hall. 
Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education Limited. 
Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education. 
Kotler, P., Bowen, J. T., Makens, J. C., & Baloglu, S. (2015). Marketing for Hospitality and Tourism (7th ed.). 

Pearson Education. 
Kumar, R., & Dash, S. (2013). The effect of service quality on trust, satisfaction, and loyalty in healthcare: A study 

of hospitals in India. Journal of Business and Management, 11(6), 56–65. 
Kurniawan, A., & Sari, D. (2024). Pengaruh kualitas produk terhadap kepercayaan pelanggan dan loyalitas 

konsumen. Jurnal Manajemen Bisnis, 12(1), 45–58. 
Laetitia, V., Aryani, D., & Ramadhan, R. (2021). Pengaruh kualitas produk dan brand image terhadap kepuasan 

pelanggan Tanamera Coffee. Jurnal Bisnis Indonesia, 8(3), 201–214. 
Leschanowsky, A., Chen, M., & Xu, T. (2024). Trust, privacy, and security in conversational AI systems: A 

systematic literature review. AI & Society, 39(1), 203–220. 
Lestari, P. D., & Hadi, S. (2022). Peran kualitas produk dalam membangun kepercayaan pelanggan pada industri 

manufaktur. Jurnal Ilmu Manajemen, 10(3), 210–222. 
Li, J., & Wang, H. (2021). Durability and precision analysis of cold-formed steel roof trusses. Construction Science 

Review, 14(2), 101–115. 
Lihawa, H., & Tunjungsari, R. (2023). Service quality and perceived value toward satisfaction and loyalty of mobile 

internet users in Jakarta. Jurnal Ilmu Ekonomi dan Manajemen, 10(1), 25–37. 
Liu, C. H. S., & Tsai, W. S. (2010). The effects of service quality and lifestyle on consumer choice: The case of 

international tourists to Taiwan. Asia Pacific Journal of Tourism Research, 15(2), 167–183. 
https://doi.org/10.1080/10941661003629966 

Manullang, A., & Siagian, F. (2024). The influence of trust on purchasing decisions in TikTok Shop users. Jurnal 
Ilmu Ekonomi dan Bisnis Digital, 12(1), 44–56. 

Marakanon, L., & Panjakajornsak, V. (2016). Perceived quality, perceived risk and customer trust affecting customer 
loyalty of environmentally friendly electronics products. Kasetsart Journal of Social Sciences, 37(1), 24–
30. 

Marzuki, A., & Santoso, I. (2024). Pengaruh citra merek dan kualitas produk terhadap kepuasan pelanggan pada 
PT Hexacon Utama. Jurnal Ilmiah Manajemen dan Bisnis, 14(2), 88–99. 

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of organizational trust. Academy of 
Management Review, 20(3), 709–734. 

McKnight, D. H., & Chervany, N. L. (2001). Trust and distrust definitions: One bite at a time. In Trust in Cyber-
societies (pp. 27–54). Springer. 

Ming, T. T., Ismail, H. B., & Rasiah, D. (2011). Hierarchical chain of consumer-based brand equity: Review from 
fast food industry. International Journal of Business and Management, 6(1), 141–152. 
https://doi.org/10.5539/ijbm.v6n1p141 



BUILDING CUSTOMER LOYALTY FOR USERS OF KENCANA TRUSS LIGHT STEEL PRODUCTS IN BALI 
PROVINCE 
I Putu Yoga Adi Pratama et al 

Publish by Radja Publika 
                5911 

 

Mohammadi, R., Barzegar, N., & Nohekhan, F. (2023). Green marketing and brand loyalty: Evidence from food 
export companies. International Journal of Business and Management Studies, 15(3), 77–91. 

Morgan, R. M., & Hunt, S. D. (1994). The commitment–trust theory of relationship marketing. Journal of Marketing, 
58(3), 20–38. 

Nagy, D., & Hajdu, N. (2022). Trust in artificial intelligence: Consumer perceptions in the Hungarian e-commerce 
market. International Journal of Information Management, 63, 102445. 

Nasution, M., & Muchtar, F. (2021). Strategi peningkatan kualitas produk untuk membangun loyalitas pelanggan 
pada industri baja ringan. Jurnal Teknologi dan Manajemen Industri, 13(1), 12–25. 

Nohekhan, F., & Barzegar, N. (2024). Green marketing and brand awareness: Evidence from food export companies. 
International Journal of Marketing and Sustainability, 13(2), 77–90. 

Novitasari, D., & Putra, R. (2023). Pengaruh kualitas produk terhadap citra merek dan keputusan pembelian 
konsumen. Jurnal Prospek, 5(1), 23–34. 

Nugraha, A. A. G., & Rahman, F. (2024). Pengaruh kualitas produk terhadap citra merek dan kepuasan konsumen 
pada industri konstruksi. Jurnal Ilmu Manajemen, 12(1), 55–67. 

Nugroho, S., Suryani, R., & Handayani, N. (2021). Pengaruh kualitas produk terhadap kepuasan dan loyalitas 
pelanggan pada industri baja ringan di Indonesia. Jurnal Ilmu Manajemen dan Bisnis Indonesia, 11(2), 77–
88. 

Nuraini, D., & Fitriana, S. (2021). Pengaruh kualitas produk dan harga terhadap keputusan pembelian produk Bear 
Brand di Yogyakarta. Jurnal Pemasaran Indonesia, 9(1), 54–63. 

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of 
Marketing Research, 17(4), 460–469. 

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. McGraw-Hill. 
Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(Special Issue), 33–44. 
Paludi, M., & Nurchorimah, D. (2021). Kualitas produk, citra merek, dan pengaruhnya terhadap kepuasan dan 

keputusan pembelian produk kecantikan. Jurnal Manajemen dan Pemasaran, 9(1), 67–79. 
Pappas, I. O., Pateli, A. G., Giannakos, M. N., & Chrissikopoulos, V. (2014). Moderating effects of online shopping 

experience on customer satisfaction and repurchase intentions. International Journal of Retail & 
Distribution Management, 42(3), 187–204. https://doi.org/10.1108/IJRDM-03-2012-0034 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring consumer 
perceptions of service quality. Journal of Retailing, 64(1), 12–40. 

Patterson, P. G., Johnson, L. W., & Spreng, R. A. (1997). Modeling the determinants of customer satisfaction for 
business-to-business professional services. Journal of the Academy of Marketing Science, 25(1), 4–17. 

Pourkabirian, P., Hafezi, S., & Rahmani, Z. (2021). The effect of electronic word-of-mouth on brand image and brand 
attitude in social media. Journal of Interactive Marketing Studies, 8(3), 121–137. 

Pourkabirian, P., Rezaei, S., & Azar, M. (2021). The effect of electronic word of mouth (e-WOM) on brand trust and 
consumer behavior. Journal of Retailing and Consumer Services, 60, 102454. 

Pradipta, R., & Susilowati, E. (2023). The effect of brand trust on brand loyalty: A study of Yamaha consumers in 
Indonesia. Jurnal Pemasaran dan Bisnis Indonesia, 7(2), 133–145. 

Prakoso, A., & Utami, D. (2024). Peran citra merek dalam meningkatkan kepuasan pelanggan pada industri 
konstruksi. Jurnal Ilmu Manajemen, 12(2), 75–88. 

Prasetyo, A., Nugroho, S., & Lestari, D. (2023). Analisis pengaruh kepercayaan terhadap kepuasan pelanggan dalam 
perspektif perilaku konsumen. Jurnal Riset Manajemen, 11(2), 130–142. 

Pratama, R., & Santoso, B. (2021). Pengaruh kualitas produk terhadap kepercayaan dan keputusan pembelian 
konsumen. Jurnal Ekonomi dan Bisnis, 9(2), 134–146. 

Pujiastuti, I., Rahmawati, N., & Siregar, H. (2020). Pengaruh citra merek terhadap kepuasan dan loyalitas pelanggan 
di industri ritel Indonesia. Jurnal Ilmu Ekonomi dan Bisnis Indonesia, 8(2), 144–155. 

Purmana, N. E., Araska, A. R., Hanum, S. (2024). Pengaruh Kualitas Produk dan Citra Merek Terhadap Keputusan 
Pembelian pada Blackbeans di Kecamatan Stabat. Vol 5 No 1, pp: 130-136 

Purnomo, D., & Rusminah, S. (2021). Online trust and customer loyalty during the COVID-19 pandemic: The role 
of website quality and vendor reputation. Jurnal Bisnis Digital Indonesia, 3(2), 87–101. 

Puspitasari, R., Anjani, D., & Saputro, A. (2023). Kualitas produk sebagai faktor utama keputusan konsumen: Sebuah 
tinjauan literatur sistematis. Jurnal Kajian Bisnis dan Pemasaran, 12(3), 66–78 

Putra, W., & Ningrum, S. (2023). Pengaruh kualitas produk terhadap keputusan pembelian dengan kepuasan sebagai 
variabel mediasi. Jurnal Manajemen dan Bisnis Udayana, 15(1), 45–58. 



BUILDING CUSTOMER LOYALTY FOR USERS OF KENCANA TRUSS LIGHT STEEL PRODUCTS IN BALI 
PROVINCE 
I Putu Yoga Adi Pratama et al 

Publish by Radja Publika 
                5912 

 

Putranto, B., Suryawan, I. W., & Astuti, R. (2023). Kualitas produk dan kepuasan pelanggan sebagai mediator dalam 
keputusan pembelian properti di Bali. Jurnal Manajemen dan Bisnis Udayana, 15(1), 45–58. 

Putri, D. A., & Santoso, B. (2021). Pengaruh kualitas produk terhadap loyalitas pelanggan dengan kepuasan sebagai 
variabel intervening. Jurnal Manajemen Pemasaran, 9(1), 45–58. 

Putri, D., Rahma, A., & Cahyono, B. (2021). Pengaruh kualitas produk dan citra merek terhadap kepuasan dan 
loyalitas pelanggan. Jurnal Manajemen Pemasaran, 14(1), 101–120. 

Putri, D., Rahma, A., & Cahyono, B. (2022). Pengaruh kualitas produk dan citra merek terhadap kepuasan dan 
keputusan membeli. Jurnal Manajemen Pemasaran, 14(1), 101–120 

Putri, M., Kusuma, N., & Hardiyanti, S. (2024). Pengaruh kualitas produk dan pelayanan terhadap pembelian ulang 
minuman Yotta. Jurnal Ekonomi Konsumen, 9(1), 15–27. 

Rafli, M., Suparno, S., & Fawaiq, M. (2024). Pengaruh Keunggulan Citra Merek, Kepercayaan, Kualitas Produk Dan 
Promosi Terhadap Keputusan Pembelian Helm Pada Marketplace di DKI Jakarta. Neraca: Jurnal Ekonomi, 
Manajemen dan Akuntansi, 2(8), 240–252. https://doi.org/10.572349/neraca.v2i8.2111 

Rahman, A., Nuraini, S., & Hidayat, R. (2021). Influencer credibility and brand trust in social media marketing. 
Jurnal Komunikasi dan Bisnis, 5(2), 99–112. 

Rahmawati, F., Andriani, L., & Setiawan, H. (2018). Dimensi kualitas produk dalam industri konstruksi baja ringan. 
Jurnal Rekayasa Struktur, 5(2), 66–78. 

Ramadhan, F. (2023). Brand communication, influencer credibility, and customer trust on Instagram. Jurnal 
Ekonomi Kreatif dan Digital, 4(3), 176–188. 

Ramadhan, F., Putri, A. N., & Wijaya, H. (2023). Analisis pengaruh kualitas produk terhadap kepercayaan pelanggan 
dalam meningkatkan kepuasan. Jurnal Riset Manajemen, 11(2), 98–110. 

Ramli, A., & Kurniawan, D. (2024). Peran kepuasan pelanggan dalam membentuk loyalitas konsumen. Jurnal Ilmu 
Manajemen, 12(1), 102–115. 

Rizky, A., & Wati, N. (2024). Pengaruh kualitas produk terhadap keputusan pembelian iPhone. Jurnal Perilaku 
Konsumen, 6(1), 12–24. 

Romadani, S., Prasetyo, D., & Nugraha, A. (2022). Pengaruh citra merek terhadap keputusan pembelian sepatu 
Eiger di Kota Bandung. Jurnal Ekonomi dan Manajemen Indonesia, 10(3), 113–123. 

Ryu, K., & Han, H. (2012). The relationship between restaurant image, perceived value, customer satisfaction, and 
behavioral intentions. International Journal of Contemporary Hospitality Management, 24(2), 200–223. 
https://doi.org/10.1108/09596111211206141 

Safitri, L., & Widyastuti, S. (2023). Kualitas produk dan citra merek dalam memengaruhi perilaku konsumen. Jurnal 
Neraca Manajemen, 7(2), 101–112. 

Saputra, H., & Lestari, M. (2022). Pengaruh citra merek terhadap kepuasan konsumen dan keputusan pembelian. 
Jurnal Ekonomi dan Bisnis, 10(1), 55–67. 

Sari, N. P., & Nugroho, S. (2022). Analisis pengaruh kepuasan pelanggan terhadap loyalitas konsumen. Jurnal 
Ekonomi dan Bisnis, 10(2), 140–152. 

Šerić, M., Gil-Saura, I., & Ruiz-Molina, M. E. (2016). How can integrated marketing communications and advanced 
technology influence the creation of customer-based brand equity? Evidence from the hospitality industry. 
International Journal of Hospitality Management, 54, 25–36. https://doi.org/10.1016/j.ijhm.2016.01.007 

Setiadi, N. J. (2003). Perilaku Konsumen: Konsep dan Implikasi untuk Strategi dan Penelitian Pemasaran. Jakarta: 
Prenada Media. 

Setianti, N., Aditya, M., & Lestari, F. (2024). The effect of service quality perception and brand trust on smartphone 
customer loyalty. Jurnal Manajemen dan Bisnis Asia, 12(1), 58–70. 

Setiawan, H., Wijaya, R., & Putra, D. (2023). Service quality, satisfaction, and customer loyalty in financial service 
industry. Jurnal Keuangan dan Perbankan Indonesia, 7(1), 50–61. 

Shojiki, T., Kusuma, R., & Lestari, A. (2024). Pengaruh kualitas produk terhadap kepuasan konsumen produk susu 
Frisian Flag di Palembang. Jurnal Ilmu Ekonomi dan Bisnis Asia Tenggara, 8(2), 102–115. 

Siregar, R. (2020). Analisis penggunaan baja ringan sebagai alternatif pengganti kayu dalam konstruksi bangunan 
rumah tinggal. Jurnal Teknik Sipil dan Lingkungan, 8(1), 55–63. 

Sugiarto, D., & Rahayu, L. (2020). Evaluasi efisiensi penggunaan baja ringan pada proyek perumahan di Jawa 
Tengah. Jurnal Rekayasa Konstruksi, 6(2), 88–96. 

Sugiyono. (2019). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabeta. 
Suhadarliyah, N., Sari, D., & Pranata, M. (2022). Pengaruh kualitas produk terhadap keputusan pembelian pada 

sektor ritel makanan dan barang pokok di Bursa Efek Indonesia periode 2020–2022. Jurnal Ekonomi dan 
Perdagangan Nasional, 8(4), 212–225. 



BUILDING CUSTOMER LOYALTY FOR USERS OF KENCANA TRUSS LIGHT STEEL PRODUCTS IN BALI 
PROVINCE 
I Putu Yoga Adi Pratama et al 

Publish by Radja Publika 
                5913 

 

Sumarwan, U. (2018). Perilaku Konsumen: Teori dan Penerapannya dalam Pemasaran (3rd ed.). Bogor: Ghalia 
Indonesia. 

Suwandi, A., & Balqiah, T. (2023). Brand trust, emotional attachment, and service quality on brand loyalty among 
Gen Z consumers of local cosmetics. Jurnal Pemasaran dan Perilaku Konsumen Indonesia, 8(2), 89–104. 

Taufik, M., Rahman, D., & Sari, N. (2024). Trust as a mediator between service quality and repurchase intention in 
food retail industry. Jurnal Riset Pemasaran Indonesia, 10(2), 65–77. 

Tjiptono, F. (2021). Strategi pemasaran (4th ed.). Andi. 
Tuu, H. H., Olsen, S. O., & Linh, P. T. T. (2011). The moderator effects of perceived risk, objective knowledge and 

certainty in the satisfaction–loyalty relationship. Journal of Consumer Marketing, 28(5), 363–375. 
https://doi.org/10.1108/07363761111150017 

Urban, G. (2023). Trust-based marketing: Building loyalty and long-term profitability in the digital age. Harvard 
Business Review Press. 

Utami, D. S., Wibowo, A., & Santoso, B. (2023). Kepuasan pelanggan dan loyalitas: Studi empiris pada perilaku 
konsumen. Jurnal Riset Manajemen, 11(3), 200–213. 

Wahyono, T., & Nurjanah, E. (2020). Experiential marketing and customer satisfaction as determinants of customer 
loyalty: A study on PT Pos Indonesia Semarang. Jurnal Manajemen dan Pemasaran Jasa, 13(1), 11–25. 

Wang, Y., Lo, H. P., & Hui, Y. V. (2011). The antecedents of service quality and product quality and their influences 
on bank reputation: Evidence from the banking industry in Taiwan. Total Quality Management & Business 
Excellence, 22(12), 1317–1331. https://doi.org/10.1080/14783363.2011.624774 

Wibowo, A., & Hartati, S. (2022). Kepercayaan dan kepuasan pelanggan: Studi empiris pada konsumen modern. 
Jurnal Ilmu Manajemen, 10(4), 250–262. 

Wibowo, A., & Susilo, H. (2022). Persepsi kualitas dan nilai pelanggan terhadap loyalitas konsumen baja ringan di 
Jawa Timur. Jurnal Riset Ekonomi dan Bisnis Asia, 10(4), 245–258. 

Wijaya, A., & Kurniawan, D. (2019). Analisis komparatif penggunaan baja ringan dan kayu dalam konstruksi atap 
rumah tinggal. Jurnal Konstruksi dan Material Bangunan, 7(1), 33–42. 

Wijaya, H., & Kurniawan, P. (2019). Durability analysis of lightweight steel for roofing structures. Construction 
Engineering Journal, 9(1), 44–53. 

Wijaya, I. K., Santoso, B., & Rahmawati, N. (2023). Analisis pengaruh citra merek terhadap kepuasan pelanggan dan 
loyalitas konsumen. Jurnal Riset Manajemen, 11(3), 145–158. 

Wijayanti, L., & Putra, R. (2020). Kepuasan pelanggan sebagai determinan loyalitas konsumen. Jurnal Manajemen 
Pemasaran, 8(2), 85–97. 

Wijono, M., & Efrata, D. (2023). Innovation and user experience as drivers of customer loyalty: Evidence from Gojek 
users. Jurnal Ekonomi Kreatif Indonesia, 6(3), 204–219. 

Wikipedia. (2024). Customer loyalty. Retrieved from https://en.wikipedia.org/wiki/Customer_loyalty 
Wulandari, S., & Hidayat, R. (2022). Kepuasan pelanggan sebagai mediator dalam hubungan kualitas produk dan 

loyalitas konsumen. Jurnal Ekonomi dan Bisnis, 10(3), 200–212. 
Yasa, I. G. A., & Kusumadewi, N. P. (2024). Customer experience, trust, and repurchase intention in service 

industries. Jurnal Ilmiah Manajemen dan Bisnis Udayana, 13(1), 22–35. 
Yuliana, D., & Kurniawan, A. (2020). Citra merek dan kepuasan pelanggan dalam perspektif perilaku konsumen. 

Jurnal Manajemen Bisnis, 8(1), 30–42. 
Yuniarti, D., & Santoso, R. (2020). Pengaruh persepsi nilai dan kualitas produk terhadap loyalitas pelanggan bahan 

bangunan di Surabaya. Jurnal Pemasaran dan Bisnis Indonesia, 8(3), 121–133. 
Yusuf, M., & Prabowo, A. (2020). Model loyalitas pelanggan berbasis kepuasan dan kualitas produk. Jurnal 

Manajemen Bisnis, 8(2), 150–162. 
Zainuddin, M., Mahrani, F., & Suprianto, A. (2024). Customer relationship management and its effect on customer 

loyalty and financial performance in retail companies. Jurnal Manajemen Bisnis Terapan, 11(1), 60–74 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means–end model and synthesis of 

evidence. Journal of Marketing, 52(3), 2–22. https://doi.org/10.1177/002224298805200302 
Zhou, J., Chen, X., & Liu, P. (2020). The impact of product quality on customer loyalty in the metal construction 
industry: An empirical study from China. Asian Journal of Business 
 


