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Abstract 

This study aimed to test and analyze the increasing of customer satisfaction at 

PT. Matahari Department Store in Makassar. Data collection used a questionnaire, the 

sampling technique was purposive sampling with the criterias were household, people 

who was shopping at the department store with more than one purchase at the same 

place. The number of samples were 299 respondents. Data were analyzed with Warp 

PLS. 

The research found that (1) customer value had a significant positive effect on 

product value. This shown that good customer value increased the value of the 

product. (2). Service quality had a significant positive effect on product value. This 

shown that the better the quality of service perceived by customers, the more value 

the product increases. (3). Customer value had no significant positive effect on 

customer satisfaction. This shown that good customer value did not create customer 

satisfaction. The results of this study also found that customer value had an indirect 

effect on customer satisfaction through product value. This shown that the perceived 

value of customers for a product influenced the value of the product so that it had an 

impact on customer satisfaction. (4). Service quality had a significant positive effect 

on customer satisfaction. This shown that the better the quality of service, the better 

customer satisfaction (5). Product value had a significant positive effect on customer 
satisfaction. This shown that the higher the value of the products produced by the 

company increased customer satisfaction. 

 

Keywords: Customer Value, Service Quality, Product / Service Value and Customer 

Satisfaction 

Backround 

The rapid progress of information technology have an impact on the increasingly high 

level of competition in the business world so that the business world demands 

increasingly competitive. The impact of competitive business competition affects the 

correlation between producers and consumers. Consumers as the main target in the 

business world. Strategies that can be done by marketers in winning competition 

between companies not only attract new customers but must also be able to retain 



91 
 

 

 
 

existing customers. One way to retain customers is to create satisfaction with these 

customers. For companies in losing their customers is a major disaster that must be 

avoided, because without the customers of a company becomes meaningless. 

PT Matahari is one of the leading retail companies in Indonesia, partners with 

trusted suppliers in Indonesia and abroad to provide apparel, accessories, beauty 

products and household products with affordable prices, currently having 

competition, which is not only from the retail similar businesses but also from retail 

businesses based on line. Based on financial report data 2018 gross LPPF sales 

recorded grew 2.1% from 2017 to Rp 17.9 trillion. This increase was accompanied  

by a same store sales growth (SSSG) of 3.5%. While LPPF net income rise from 

2.19% to Rp 10.24 trillion. However, Matahari Department Store's net profit fell 

42.46% to Rp 1.1 trillion from Rp 1.91 trillion. Then we need a strategy to keep 

customers. One way is to realize customer satisfaction. Arranging and implementing 

strategic steps to be able to realize customer satisfaction requires hard work from the 

management. The existence of a good quality of service, can cause positive value for 

customers. 

According to Kotler and Armstrong (2002) customer value is the difference 

between the value obtained by the customer by owning and using a product, and the 

costs incurred to obtain the product. Gootain (Tjiptono, 2005), provides a definition 

of customer value as an emotional bond that exists between the customer and the 

producer after the customer uses the products and services of the company and gets 

the product or service to add value. According to Zoona (2011) in general, customer 

value can be interpreted as an exchange of customer purchases between what they 

receive and what they sacrifice. Consumer value can be summed up as something that 

is felt by customers, to a service they use, and is the main preference of customers in 

choosing a product or service that is formed based on the first experience the 

customer gets when the customer uses the product or service. 

In addition to customer value, customer satisfaction is also influenced by the 

quality of service provided by the company as said by Kotler and Armstrong (2012: 
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144) product and service satisfaction, customer satisfaction, and company 

profitability are three things that are closely related. The higher the level of quality, 

the higher the level of customer satisfaction generated. The scale used to measure 

customer satisfaction perceptions of service quality, namely the SERVQUAL scale as 

said by Zeithaml in Mahda (2016: 2) SERVQUAL (service quality) is a multi item 

scale that can be used to measure customer perceptions of service quality which 

includes five dimensions namely: physical evidence, reliability, responsiveness, 

assurance and empathy. 

Customer satisfaction is determined by the quality of the product and the value 

of the customer desired by the customer, thereby causing customer loyalty. Customer 

satisfaction is not enough, because satisfied or dissatisfied customers are only one 

form of emotion. Customer satisfaction depends on the real appearance of a product, 

related to the expectations of the buyer. A customer can experience various degrees 

of satisfaction. If product performance is less than expectations, customers will be 

disappointed and if product performance is commensurate with expectations, 

customers will be satisfied and if product performance exceeds expectations, then the 

customer is very satisfied or very happy (Kotler and Keller, 2013: 150). 

Based on the description above, the problem in this study is ‘profit descrease of PT 

Matahari department store" to solve the problem, this research proposes a research 

problem ‘How does the profit increasing by increasing customer satisfaction at PT 

Matahari department store?" 

 
REFERENCES AND DEVELOPMENT OF HYPOTHESES 

Customer Value 

Customer value is the difference between the value obtained by the customer by 

owning and using a product and the costs incurred to obtain the product (Kotler and 

Keller, 2013: 147). Customer value is the customer's perception of the value at which 

the company must consider the value in developing products or services so that it is 

in line with what customers expect. Zeithaml (1988) states that consumer sacrifice in 
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the form of money or other sources (time, energy and effort) to obtain goods or 

services. Sacrifice is very important very important, in this consumer everything that 

reduces sacrifice in the form of money or otherwise will reduce the value of 

perceived services. Customer value is defined as something that is issued by 

consumers both monetary price (ie money or price) and non monetary price (ie, time, 

effort) to obtain services (Zeithaml, 1988). 

Service quality 

Chang and Chou (2017) define that service quality has a long-term effect in 

shaping customer satisfaction and will make customers loyal to the company. Service 

quality can be realized if it is able to meet the needs and what the customer wants and 

is able to properly match customer expectations (Tjiptono and Chandra, 2011, p.180). 

According to Parasuraman in Lupiyoadi (2006) there are 5 (five) determinants of 

service quality dimensions, namely: 

a. Tangibles (Physical Evidence), namely the company's ability to demonstrate 

its existence to external parties which includes tangible evidence in the form 

of the appearance and capability of the company's physical infrastructure and 

the surrounding environment. 

b. Reliability (reliability), namely the company's ability to provide services as 

promised accurately and reliably. 

c. Responsiveness (Responsiveness), namely the willingness to help and provide 

fast and appropriate service to customers by delivering clear information. 

d. Assurance, which is the company's ability to generate consumer confidence 

and confidence that the company and its employees are able to meet consumer 

needs. 

e. Empathy (Empathy), namely individualized attention to customers such as the 

ease to communicate well with employees and the company's efforts to 

understand customer desires and needs. 
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Product Value 

Oliver (1999: 92) explains that the value of the product (product value) can be 

felt by consumers when consumers compare the performance of products based on 

their utility with the costs incurred (acquisition cost), such as financial, psychological, 

and efforts to obtain the product. Meanwhile, according to consumers, the value of a 

product is identical to four things: (1) value is low price; (2) value is whatever I want 

in a product; (3) Value is what I get for the price I pay, and (4) Value is what I get for 

what I give as Monroe (in Kristanto, 2005: 16) reveals that to assess whether the 

product performance of a brand is able to create value, based on four components of 

perceived value, namely costs, exchange rates, aesthetics, and relative functions. 

Product value (produc value), is defined as the overall assessment of consumers of 

the benefits (utility) of the product based on the perception of what is received and 

what is given (Zeithaml, 1988). 

 
Customer satisfaction 

Fang, Chiu, and Wang (2011) explain that customers will feel satisfied if they 

are well served by the company, giving rise to a strong perception of the services 

provided by the company and from that will lead to high trust given to the company. 

Feelings of happiness that are obtained or generated from buying experiences 

(Bharwana, Bashir, and Mohsin, 2013). According to Giese and Cote (2010), in 

general customer satisfaction leads to customer response whether the customer is very 

satisfied with the product response occurs based on time after the product selection, 

consumption, and how long the satisfaction lasts. 

There are three indicators of customer satisfaction (Fang, Chiu, and Wang, 2011). 1. 

Satisfied with the product or service, the customer feels that the product or service 

provided by the company has fulfilled the desired expectations. 2. Good experience 

when shopping, customers who have used products or services from the company, 

feel the service and quality of the goods or services provided are less from 

expectation. 3. The perception that buying goods or services at the store is a good 
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thing, customers will tend to go back shopping at the company because they feel what 

is given by the company to customers is quite satisfying. 

 

 
 

HYPOTHESIS 

Figure 1. Research Hypothesis Framework 
 

 
1. Customer value has a significant effect on product value 

2. Service quality has a significant effect on product value 

3. Customer value has a significant effect on customer satisfaction 

4. Service quality has a significant effect on customer satisfaction 

5. Product value has a significant effect on customer satisfaction 

 
 

RESEARCH METHOD 

Population and Sample 

The population in this study were people who visited PT. Matahari department store 

in Makassar. The sampling technique used purposive sampling with the criteria was 

household, people who have done shopping at the department store who made more 

than one purchase at the same place. The sample used in this study was as many as 

120 samples, because according to Hair (2006) said that the sample size were 5-10 of 

the estimated number of parameters. In this study using 20 estimated parameters. 
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Data were collected used a questionnaire and analyzed by SEM with WarpPLS 6.0 

software. 

Research Model Analysis 

To test the research hypothesis, the Partial Least Square (PLS) method used. 

PLS is a structural equation model (SEM) based on components or variances. Like 

SEM, PLS analysis involves two stages. First, assessing the outer model or 

measurement model is an assessment of the reliability and validity of the research 

variables. There are three criteria to assess the model, namely: convergent validity, 

discriminant validity and composite reliability. Second, assess the structural model. 

Structural model testing is done to see the correlation between construct, significance 

value and R-square of the research model. However, like other multivariate models, 

PLS requires the assumption of linearity, namely that the correlation between the 

latent constructs tested has a linear correlation. Therefore, the first step in PLS 

analysis is to test this assumption. 

 
Testing the Outer Model (Measurement Model) 

Outer model or measurement model is an assessment of the reliability and 

validity of research variables. There are three criterias to assess the outer model, 

namely: convergent validity, discriminant validity and composite reliability. This test 

is carried out so that the measuring instrument meets the requirements and can 

accurately and accurately measure what should be measured and not measure other 

measuring objects 

Before entering into the structural analysis of the influence between latent 

variables, it is necessary to examine the outher model or measurement model, namely 

the construct validity and reliability. By looking at Combined loadings and Cross- 

loadings like the following table: 
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Table 1. Convergent validity Indikator Test 

Variable Indicator Loading Type (a SE P value 

 
Customer Value 

X1.1 0.807 Reflect 0.075 <0.001 

X1.2 0.908 Reflect 0.073 <0.001 

X1.3 0.893 Reflect 0.073 <0.001 

 

 

 

 
Quality of 

Service 

X2.1 0.535 Reflect 0.084 <0.001 

X2.2 0.724 Reflect 0.076 <0.001 

X2.3 0.712 Reflect 0.077 <0.001 

X2.4 0.730 Reflect 0.076 <0.001 

X2.5 0.710 Reflect 0.077 <0.001 

X2.6 0.673 Reflect 0.077 <0.001 

X2.7 0.776 Reflect 0.075 <0.001 

X2.8 0.760 Reflect 0.076 <0.001 

X2.9 0.792 Reflect 0.075 <0.001 

X2.10 0.633 Reflect 0.078 <0.001 

 
Product Value 

Y1.1 0.856 Reflect 0.074 <0.001 

Y1.2 0.810 Reflect 0.075 <0.001 

Y1.3 0.758 Reflect 0.076 <0.001 

Customer 

satisfaction 

Y2.1 0.823 Reflect 0.074 <0.001 

Y2.2 0.830 Reflect 0.074 <0.001 

Y2.3 0.734 Reflect 0.076 <0.001 

Source; Loading and Cross loading Indicators 

Based on Table 1, it appears that all indicators are measured reflectively. For 

convergent validity criteria, factor loadings must be above 0.6 or significance (p- 

value) <0.05. Table 1 shows that each latent variable with a reflective indicator has a 

loading> 0.50, and p-value <0.001 which shows that the indicators are able to 

properly measure variable. Thus the measurement for each latent variable in this 

study fulfills the convergent validity test criteria, in the sense of being able to 

measure the meaning of the construct of the measured variable. Based on the results 

in the table above shows the convergent validity criteria have been met. Next, check 

the validity by checking the Correlations among latent variables. As the following 

table. 
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Discriminant Validity Test 

A good measurement is unidemensinal, that is, it can precisely measure what 

is measured (convergent) and does not measure other constructs (discriminant). 

Discriminant validity is used to test whether indicators of a construct are not highly 

correlated with other construct indicators or at least those indicators are lower 

correlated with other construct indicators (Garson, 2002). The discriminant validity 

test can be done by: 

(1) Comparing loading with cross-loading 

(2) Average variance extracted (AVE) 

(3) Comparing with correlations between latent variables. 

Table 2. Cross loadings for the discriminant validity test 

Variable Indicator NPelgn KualLay NPrdk KpasnP 

 
Customer Value 

X1.1 0.630 -0.167 0.221 0.315 

X1.2 0.690 0.157 -0.027 -0.220 

X1.3 0.699 -0.055 -0.111 0.028 

 

 

 

 
Quality of 
Service 

X2.1 0.297 0.701 -0.397 -0.202 

X2.2 0.093 0.632 -0.225 0.323 

X2.3 0.035 0.650 -0.367 0.396 

X2.4 0.254 0.669 -0.228 -0.220 

X2.5 0.074 0.645 0.028 -0.141 

X2.6 -0.050 0.683 0.068 -0.347 

X2.7 0.102 0.633 0.154 -0.208 

X2.8 -0.339 0.670 0.196 -0.081 

X2.9 -0.018 0.581 0.279 0.634 

X2.10 -0.224 0.636 0.249 0.108 

 
Product Value 

Y1.1 -0.065 0.282 0.637 0.095 

Y1.2 0.050 0.001 0.722 -0.191 

Y1.3 0.006 -0.265 0.709 0.118 

Customer 
satisfaction 

Y2.1 0.204 0.077 0.204 0.615 

Y2.2 0.280 -0.319 0.024 0.662 

Y2.3 -0.363 0.229 -0.142 0.676 

Source: Output WarpPLS (Normalized structure loadings and cross-loadings) 
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The results of discriminant validity testing using these three criteria are 

presented in Table 2 Cross loading is a simple correlation between indicators with 

other latent variables in the model. Ideally, the loading factor must be greater than 

cross loading, so it can be assumed that the indicator does not measure a construct 

that is different from the construct that should be measured. 

Other evidences, in discriminant validity testing through cross-loading to 

loading comparisons need to be strengthened by examining AVE and comparison 

with correlations between latent variables. AVE explains the ability of latent 

construct values to describe the original (before extracted) data score. AVE is 

identical to R Square in multiple regressions (coefficient of determination), so the 

greater the AVE, the greater the representation of the value of the original variable by 

the factor score. The AVE cut-off value is ≥ 0.50. Average Variance Extracted (AVE) 

values and correlations between latent variables are presented in the following table: 

Table 3 

Correlation between Latent Variables and Average Variance Extracted (AVE) 

Variable AVE 
Correlation matrix 

KualLay NPelgn NPrdk KpasnP 

Quality of Service 0.484 0.696 0.696 0.666 0.614 0.767 

Customer Value 0.758 0.871 0.666 0.871 0.599 0.623 

Product Value 0.654 0.809 0.614 0.599 0.809 0.626 

Customer satisfaction 0.635 0.797 0.767 0.623 0.626 0.797 

Source: Output WarpPLS 

From Table 5.17 we can see the value for each latent variable that has been 

generated AVE > 0,50. These results indicate the ability of latent variables in 

explaining facts is good so that it can be concluded that it meets the specified criteria. 

Next, discriminant validity test criteria  through comparison with correlations 
 

between latent variables indicating that value 

than the correlation with other latent variables. 

each latent variable is greater 

From the table above it is known that customer value variables are strongly 

correlated with service quality, service quality is most strongly correlated with 

AVE 
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customer satisfaction, product value is strongly correlated with customer satisfaction. 

Correlation  values between  these  variables are  all lower than values the 4 

latent variables, so it can be concluded that the measurement of the 4 latent variables 

has good discriminant validity, which can be distinguished from other latent variable 

measurements. 

 
Linear Assumption Test 

The method for testing the linearity of correlation between constructs, in this 

study conducted by estimating curvefit on linear options. Data is processed with 

SPSS from the original data. The important output of this technique is that in addition 

to providing information on whether the linear function tested is significant, a scatter 

graph pattern is also obtained from the intersection of two variables. If the linear 

function between two variables is estimated to be significant at alpha 5%, then it is 

concluded that the two variables have a linear correlation. The results of the linearity 

test are presented in Appendix 4, and are summarized in Table 4. below. 

Table. 4 Linearity test results 

Independent 
variable 

 Dependent variable R2 
F Sig Conclu 

sions 

 

Customer Value 
--> Product Value 0.346 62.340 

< 
0,001 

Linier 

Quality of 
Service 

--> Product Value 0.358 65.768 
< 
0,001 

Linier 

 

Customer Value 
--> 

Customer 
satisfaction 

0.345 62.031 
< 
0,001 

Linier 

Quality of 
Service 

--> 
Customer 
satisfaction 

0.252 39.736 
< 
0,001 

Linier 

 

Product Value 
--> 

Customer 
satisfaction 

0.432 89.599 
< 
0,001 

Linier 

Source: Data processed with SPSS (Appendix 4) 

Based on the results of the linear curve test it is known that the estimated 

linear function is proven to be significant. Each linear function estimated has a 

significance of 0,000 (<5%). Furthermore, visually the linear correlation between 
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these variables is also shown by the scatter plot (Appendix 4) which tends to move to 

the upper right (positive correlation). These results indicate that the correlation 

between the latent variables tested is linear. 

 
Reliability Test 

Reliability reflects the consistency of the results of measurements made repeatedly on 

the same subject. If the results are consistent, then the instrument is considered to be 

reliable or trustworthy. Reliability testing uses composite reliability, the results of 

which are presented in the following table: 

Table 5. Composite Reliability 

Variable 
Composite 

Reliability 

Cronbach's 

alpha 

Customer Value 0.904 0.839 

Quality of Service 0.901 0.875 

Product Value 0.850 0.735 

Customer 
satisfaction 

0.839 0.711 

Source: Output WarpPLS 
 

General guidelines that are used to conclude reliable measuring devices, there 

is a composite reliability test is if it has a value ≥ 0.70. Source: WarpPLS Output. 

Based on table 5, the reliability level of variable measurement is good, because each 

latent variable has a composite reliability value> 0.70. The composite reliability value 

of 45 latent variables ranged from 0.839 to 0.904. This means that indicators support 

one another in measuring latent variables. Likewise, Cronbach's alpha coefficients are 

all> 0.70, which means that the research instrument has a good level of reliability. 

Structural Model Testing 

The next step in PLS analysis is to test the structural model. As with SEM 

analysis in general, testing the inner model involves two stages, namely: (1) testing 

the feasibility of the model (goodness of fit) and (2) testing the significance of the 

path. Testing the path coefficient in the structural model also means testing the 
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hypothesis proposed in this study because the hypothesis formulated is reflected in 

the paths that exist in the model. The structural model results processed with 

WarpPLS are presented in the following figure. 

Figure 2. Inner Model Results (Original Sample Estimate) 

Source: WarpPLS Output 

5.5.1 Test for goodness of fit 
 

This test is intended to find out how much the model results are able to explain the 

variation of data (scores) of the original variables. Testing is done by Stone-Geisser Q 

Square test. From the structural model, it is known that there are two dependent 

variables, namely product value and customer satisfaction, so that two coefficient of 

determination are obtained. From the PLS output obtained the coefficient of 

determination for each dependent variable as presented in table 6 below. 

Table 6. R-square result 
 

Equation Independent variable 
Dependent 
variable 

R-square 

1 
Customer Value, Service 
Quality 

Product Value 0,451 

2 
Customer Value, Service 
Quality and Product Value 

Customer 
satisfaction 

0,653 

Source: WarpPLS Output 
 

Furthermore, based on the coefficient of determination of each dependent 

variable Q2 is searched by the formula: 
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Q2 = 1 – (1-R 2) (1-R 2) (1-R 2) 

Information: 

R12 = coefficient of determination for endogenous variables the value of the work 

product, 

R22 = coefficient of determination for endogenous variables Performance 

 
Therefore: 

Q2 = {1-(1- 0,451) (1- 0,653)} 

Q2 = {1- 0,191} = 0,809 

Based on the coefficient of determination of the two dependent variables in 

the model, it can be seen that Stone-Geisser Q Square is 0.801. These results indicate 

that the model has good feasibility, because the model is able to describe the actual 

conditions in the study area by 80.1%, while the remaining 19.1% is a limitation of 

research instruments and errors. The value of the total determination coefficient is 

high, so the model is worth interpreting. 

Analysis results using WarpPLS show that the model is fit and suitable to be 

used for hypothesis testing. The results of testing the model can be shown in Table 7 

below. 

 

Table 7: Evaluation of Model testing 

Model fit Quality indices Result* Add 

APC - 0.328, P<0.001 Good 

ARS - 0.552, P<0.001 Good 

AARS - 0543, P<0.001 Good 

AVIF acceptable if ≤ 5, ideally ≤ 3,3 1.917 Ideal 

AFVIF acceptable if ≤ 5, ideally ≤ 3,3 2.402 Ideal 

GoF small ≥ 0.1, medium ≥ 0.25, large ≥ 0.36 0.591 Great 

SPR acceptable if ≥ 0.7, ideally = 1 1,000 Ideal 

RSCR acceptable if ≥ 0.9, ideally = 1 1,000 Ideal 

SSR acceptable if ≥ 0.7 1,000 Good 

NLBCDR acceptable if ≥ 0.8 1,000 Good 
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Source: WarpPLS output (Model fit and quality indices) 

Based on Table 7 it can be concluded that the model had shown good compatibility 

with the facts at the research site 

Hypothesis testing 

There are nine hypotheses proposed in this study. Hypothesis testing in PLS analysis, 

basically is to test the significance of the path coefficients in the model. To conclude 

whether the research path or hypothesis is proven, a cut-off value of p-value <0.05 

(Sholihin, 2013) is used. Thus, if the p-value on the path tested <0.05, the research 

hypothesis is proven. The path coefficient test results are presented in table 8 below. 

 

Table 8. Hypothesis Testing Results 

 

HIP 
Independent 

Variable 

Dependent 

Variable 

Direct Effect 

Path 
coeffici 

SE p-value Information 

H1 Customer Value Product Value 0,349 0,074 <0.001 Accepted 

H2 
Quality of 
Service 

Product Value  

0,389 
0,073 

 

<0.001 
Accepted 

H3 Customer Value 
Customer 
satisfaction 

 

0,135 
0,088 

 

0.065 
Not 
Accepted 

H4 
Quality of 
Service 

Customer 
satisfaction 

 

0,519 
0,070 

 

<0.000 
Accepted 

H5 Product Value 
Customer 
satisfaction 

 

0,248 
0,072 

 

<0.001 
Accepted 

Indirect Effect 

 

V Independent 

V 

Intrvening 

 

V Dependent 
Path 
coeffici 

p- 
value 

Informati 
on 

Customer 
Value 

Product 
Value 

Customer 
satisfaction 

 

0,086 
 

0.045 
 

Significant 

Quality of 
Service 

Product 
Value 

Customer 
satisfaction 

 

0,097 
 

0.049 
 

Significant 

Source: WarpPLS Output (Appendix 5) 

From the overall model of the five paths hypothesized, there is one path that is not 

significant. 
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Discussion 
 

Discussion of results of the research is focused on explaining research findings 

related to decisions from testing hypotheses, in an effort to answer the formulation of 

research problems. Furthermore, to explain these results, a combination of empirical 

findings from research results that have been tested statistically and theories of 

empirical findings and empirical findings are described in order to clarify the 

constructs of new theories or the development of existing theories. The results of the 

analysis of hypothesis testing are described as follows. 

Effect of Customer Value on Product Value 
 

Answering the formulation of the problem and the first hypothesis can be 

observed from the results of the path analysis in Table 8. From the table shows that 

customer value has a significant positive effect on product value. This shows that 

good customer value increase the value of the product. This finding is in accordance 

with the results of Mardikawati's (2013) research which says that customers form 

expectations of value and act on it, and calculate and evaluate offers that provide the 

highest value on a product. Based on this, it can be said that the value of customers in 

the form of sacrifice, both monetary price (ie money or price) and non monetary price 

(ie, time, effort) to obtain service compared to the benefits (utility) of the product. So 

that the higher the customer value (the sacrifice made) of a product, the higher the 

customer's expectations of the product's suitability with overall benefits. 

Effect of Service Quality on Product Value 

Answering the formulation of the problem and the second hypothesis can be 

observed from the results of the path analysis in Table 8. From the Table shows that 

service quality has a significant positive effect on product value. This shows that the 

better the quality of service perceived by customers, the more value the product 

increases. This finding is in accordance with the results of Andreassen's (1998) study 

which found that there was a significant influence between service quality on 


