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ABSTRACT 

Cooperatives are created from, by and for members, therefore member loyalty has a major influence in 

increasing the growth and existence of cooperatives in the future. The purpose of this study was to determine the 

role of member satisfaction in mediating the effect of product quality and service quality on member loyalty at 

KSP Primadana Nusantara. This study uses quantitative methods to fulfill research objectives in addition to 

literature review. The population in this study were 132 members. The sample used was 99 members who were 

taken by simple random sampling technique. Data were collected by means of a questionnaire using a Likert 

scale. The data were analyzed using variant-based structural equation model analysis known as Partial Least 

Square (PLS) analysis. 
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I. PRELIMINARY 
The development of cooperatives from year to year is increasingly rapid, as evidenced by the 

increasing number of cooperative institutions in the Province of Bali, but along with the increase in competitors 

in the same business, it is undeniable that many cooperatives that were originally active have become inactive. 

During the last three years (2015-2017) there has been an increase in the number of active cooperatives and 

during the last two years the number of active cooperatives has decreased (2018-2019). According to data, in 

2015 the number of active cooperatives was 4,327 units. In 2016 it increased to 4,463 units and in 2017 to 4,477 

units. Whereas in 2018 the number of active cooperatives decreased to 4,400 units and in 2019 decreased 

drastically to 4,244 units. 

The success of a cooperative is certainly supported by the presence of management and members who 

can work together and are loyal to the cooperative. Cooperatives according to Law no. 17 of 2012 is a legal 

entity established by an individual or a cooperative legal entity with the separation of the members' assets as 

capital to run a business that meets common aspirations and needs in the economic, social and cultural fields 

according to the values and principles of the cooperative. Cooperatives are required to be able to raise the 

standard of living of their members, increase production, and create fair income and equitable prosperity. The 

purpose of cooperatives is to advance the welfare of members and the general public, which helps build the 

national economic order in order to create a society that is advanced, just, and prosperous based on Pancasila 

and the 1945 Constitution as stipulated in Law No.17 of 2012 Article 4 concerning the objectives of 

cooperatives. Cooperatives belong to members, therefore, they must be regulated and managed in accordance 

with the wishes and interests of their members. In a cooperative, members are both owners and users of the 

cooperative's services, therefore their needs and interests must be prioritized. 

The success of a business is measured by the level of customer satisfaction. Kotler and Keller (2009) 

state that customer satisfaction is a person's feelings after comparing the performance or results he feels with the 

expectations of these consumers. Meanwhile, Caruana (2002) defines customer satisfaction as an evaluation 

after making a purchase, where the selected product is at least equal to or exceeds customer expectations. And 

customer dissatisfaction arises when the results (outcomes) do not meet expectations. So, the level of 
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satisfaction is a function and expectation, where the more appropriate the performance or results obtained are 

compared to expectations, the higher the satisfaction that will be obtained. 

One of the main factors that can achieve customer satisfaction is product quality. According to Kotler 

(2000), building customer satisfaction can be achieved through product quality and service quality. Where, 

research from Mustikasari and Imron (2018) states that, there is a significant influence between product quality 

on member satisfaction. In addition, Sigit and Soliha (2017) also stated that product quality has a positive and 

significant effect on customer satisfaction of the Public Business Credit BRI Unit of Warungasem, which means 

that the better the product quality provided by the Bank, the customer satisfaction will increase. However, the 

results of Redian's (2018) study show that, there is no positive and significant direct effect between product 

quality on customer satisfaction. 

Product quality can be interpreted as a guarantee in order to meet consumer needs in choosing a 

product. The better the product quality will be followed by an increase in customer satisfaction. Kotler and 

Armstrong (2008: 347) argue that product quality is the ability of a product to carry out its functions which 

include durability, reliability, accuracy, ease of operation and repair and other valuable attributes. If the customer 

is satisfied, he will show the possibility to buy the same product again. Products that are perceived as having 

quality are products that conform to what consumers need and want and can constantly meet consumer 

satisfaction without the slightest defect. 

Customer satisfaction is also determined by the quality of service provided to customers. Lupiyoadi 

(2001: 158) states, one of the important factors in determining the level of customer satisfaction is service 

quality. The same thing was stated in the research of Sutrisno, et al. (2017) which stated that service quality has 

a significant positive effect on member satisfaction. The research of Marbun et al. (2018) also shows that service 

quality has a positive and significant effect on member satisfaction, where the better the quality of service 

provided by the cooperative to members, it will be followed by an increase in the satisfaction of cooperative 

members. In contrast to the research results from Novianingsih, et al. (2019) which state that, there is no 

positive relationship between service quality variables on member satisfaction. 

Parasuraman (2001) in Wahyudien, et al (2015) states that the concept of service quality is a complex 

definition of quality and a sense of satisfactory or unsatisfactory. The concept of service quality is said to be of 

quality if the expected service is smaller than the perceived service (quality). It is said that the concept of service 

quality meets expectations, if the service expected is the same as what is felt (satisfying). Likewise, it is said that 

the perception does not meet expectations if the service expected is greater than the service that is felt (not 

quality). Kotler in Utari (2010: 139) states that service satisfaction is a demand for service companies. Good 

service quality is one of the keys to satisfying members so that they are loyal to the cooperative. Ropke (2003: 

53) states that the participation of members in the services provided by the cooperative will be realized if there 

is harmony among members, programs and organizations in the cooperative. According to Quyet (2015) 

improving better service quality to customers and providing superior service will increase customer satisfaction. 

The customer in question is a member of the cooperative. With excellent service, the cooperative can satisfy 

members so as to attract members to become loyal customers in the cooperative. According to Quyet (2015) 

improving better service quality to customers and providing superior service will increase customer satisfaction. 

The customer in question is a member of the cooperative. With excellent service, the cooperative can satisfy 

members so as to attract members to become loyal customers in the cooperative. According to Quyet (2015) 

improving the quality of better service to customers and providing superior service will increase customer 

satisfaction. The customer in question is a member of the cooperative. With excellent service, the cooperative 

can satisfy members so as to attract members to become loyal customers in the cooperative. 

Satisfied customers will become a marketing force for the company, meaning that customer satisfaction 

can have a positive impact on the company through word of mouth. The impact of customer satisfaction on 

customer loyalty and repurchase varies for each company. Loyal consumers are not necessarily satisfied, but on 

the other hand, satisfied consumers tend to be loyal consumers (Tjiptono, 2008: 40). The results of research by 

Sadiartha and Apsari (2018) state that customer satisfaction has a significant effect on customer loyalty at the 

Pekraman village credit institution, Tabanan. In line with that, the results of research from Marbun et al. (2018) 

also show that member satisfaction has a positive and significant effect on member loyalty to the KSP Nasari 

Medan Branch Office. Where, 

Kertajaya (2007: 25) suggests that satisfied customers will definitely have a high level of loyalty to the 

product compared to dissatisfied customers. According to Gremler and Brown (in Hasan, 2009: 83) customer 

loyalty is a customer who not only repurchases goods and services, but also has a positive commitment and 

attitude towards service companies, for example by recommending other people to buy. 

Customer loyalty can also be influenced by product quality and service quality. Sviokla's theory (in 

Lupiyoadi, 2006: 176) suggests that the quality of the products provided by the company can create a positive 

perception of the customer towards the company and produce customer satisfaction and loyalty. In accordance 

with the results of research by Sigit and Soliha (2017) which shows that product quality has a positive and 
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significant effect on customer loyalty of BRI People's Business Credit Unit Warungasem. Mustikasari and Imron 

(2018) also state that, there is a significant influence between product quality on the loyalty of SIARTA 

members at KSU Artha Pemalang. However, it is not in line with the results of research from Hidayat (2010) 

which show that, Product quality has no significant effect on customer loyalty. This indicates that although the 

quality of the products provided to customers is getting better, it does not necessarily mean that it will 

automatically increase customer loyalty to Bank Mandiri. 

Service quality is related to customer satisfaction. quality is really the motive of the customer to have a 

profitable bond with the company in the long run. This certainly can make companies understand customer 

expectations and specific needs, so as to achieve customer loyalty (Tjiptono 2011). In line with the results of 

research from Yanti and Fitrayati (2014) which state that there is a positive and significant influence between 

service quality variables on customer / member loyalty. Endarwita (2013) states thatService quality has a 

positive and significant effect on loyalty Customer Savings Bank BRI Simpang Empat Branch. However, it is 

different from the results of research from Hidayat (2010) which shows that service quality has no effect on 

customer loyalty at Bank Mandiri. 

Maintaining customer loyalty has several advantages, including the rewards of long-term and 

cumulative loyalty. The more loyal a consumer is, the greater the profit that can be obtained by the company 

from consumers (Griffin, 2002). Maintaining loyal customers can reduce efforts to find new customers, provide 

positive feedback with profitability (Dharmmesta, 2005). While Kotler (2000) argues that satisfied and loyal 

(loyal) customers are opportunities to get new customers. So, it can be concluded that, customer or member 

loyalty greatly affects the development of a company in the future. 

Primadana Nusantara Cooperative is one of the savings and loan cooperatives whose business activities 

are to collect funds in the form of savings, deposits and distribute them with an easy procedure. 

Primadana Nusantara, in the midst of people's lives, certainly has competitors, be it private financial 

institutions, BUMN, or similar cooperatives in getting customers and maintaining customer loyalty. This 

encourages the existence of services which are the key to success in various services or activities, be it in terms 

of using methods, techniques and methods to attract more people to use services or products produced by the 

organization or company (Widiyanti, 2002: 59). As one of the financial service providers it is appropriate for 

KSP. Primadana Nusantara pays attention to customer satisfaction, especially the satisfaction of its members in 

order to increase the loyalty of its members. From the results of observations made at the KSP. Primadana 

Nusantara, member loyalty to the cooperative is still classified as not loyal, 

The active level of members of the Primadana Nusantara cooperative in the last 5 (five) years towards 

all available products has tended to increase, except in 2018 for all product transactions that experienced a 

significant decline. The decline in member activity that occurred in 2018 proves that the weakening or 

decreasing loyalty of members to cooperatives is added to by the sufficient number of cooperative members 

who are passive. The decrease in loyalty can be influenced by several factors such as: product quality, service 

quality, and satisfaction of cooperative members. It is proven that there are still complaints submitted by 

members directly to the cooperative or with other related members regarding the quality of the product received, 

it is felt that there is still a lack of discretion and features regarding the products used by members. The policies 

and privileges referred to are, for example, the provision of special interest rates for members, both from credit 

interest rates and deposit rates with different nominal values from one member to another. And so far there has 

been no appreciation for active members such as giving bonuses or gifts to members. Cooperative members also 

complained about the services provided by the cooperative, they explained that the road staff still often did not 

visit their places to collect savings and the lack of information conveyed to members regarding changes in rules 

and policies implemented by the cooperative, for example, changes in deposit and savings interest rates 

program. In addition, a lack of satisfaction with the services provided by the cooperative can also affect member 

loyalty. 

Based on the research gap and existing field phenomena, the researchers are interested in conducting 

research with the title "The Role of Member Satisfaction in Mediating the Influence of Product Quality and 

Service Quality on Member Loyalty in KSP. Primadana Nusantara ". 

 

II. LITERATURE REVIEW 
Product quality 

Product quality is the physical condition, function and nature of the product concerned which satisfies 

the tastes and needs of consumers according to the value of money spent (Prawirosentono, 2004). Product 

quality is the ability of a product to carry out its function, including durability, reliability, accuracy, ease of 

operation, and repair and other valuable attributes (Kotler & Keller, 2013). Product quality has two dimensions, 

namely level and consistency. Good quality according to the manufacturer is when the product produced by the 

company is in accordance with the specifications determined by the company. Meanwhile, poor quality is when 
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the product produced does not comply with the predetermined standard specifications and results in a damaged 

product. 

 Kotler & Armstrong (2012) defines product quality as the ability of a product to perform its function, 

this includes overall durability, reliability, accuracy, ease of operation, and product repair as well as attributes. 

According to Kotler and Armstrong (2008: 272) product quality is one of the meanspositioning major marketers. 

Quality has a direct impact on the performance of the product or service. Therefore, quality is closely related to 

value and customer satisfaction.Product quality is the ability of a product to fulfill and satisfying the needs of a 

customer who buys or uses the goods or services. So it can be concluded that product quality is the ability of a 

product (goods or services) to carry out its function in order to meet consumer needs and desires which are 

closely related to consumer satisfaction.  

 

Service quality  
Services cannot be seen, felt, smelled, or heard as real products, likewise an assessment of service 

quality is different from goods. Arief (2007: 117) states that it is not easy to define quality precisely. However, 

generally the quality can be specified. The concept of quality itself is often regarded as a relative measure of the 

goodness of a product or service which consists of design quality and conformity quality. Design quality is a 

function of the specifications of the product, while conformity quality is a measure of how far a product is able 

to meet predetermined quality requirements or specifications. Meanwhile, Abdul Madjid (2009: 49) states that 

quality or quality in the service industry is a presentation of a product or service according to the size applicable 

in the place where it is held and its delivery is at least the same as what consumers want and expect. 

Tjiptono (2008: 83) states that quality if managed properly contributes positively to the realization of 

customer satisfaction and loyalty. Quality provides a plus in the form of special motivation for customers to 

form mutually beneficial long-term relationships with the company. Tjiptono (2008) simply states that the term 

service can be interpreted as "doing something for others". 

 

Customer / Member Satisfaction  
Customer satisfaction is one of the goals of a company in providing quality service because customer 

satisfaction will have a positive impact on a company. Kotler & Keller (2012) argue that satisfaction is a 

person's feeling of pleasure or disappointment resulting from comparing the perceived product performance (or 

results) with their expectations. 

Basically, every company that carries out a service quality program will create customer satisfaction. 

Customers who get satisfaction in service are the basic capital for the company in forming customer loyalty. 

Satisfaction is the level of feeling where a person states the results of the comparison of the performance of the 

product (service) received and expected (Lupiyoadi and Hamdani, 2008: 192). According to Tjiptono (2007: 

348) in Putri and Utomo (2017), every company that pays attention to customer satisfaction will get several 

main benefits, namely a more positive company reputation in the eyes of customers and society, and can 

encourage the creation of customer loyalty that makes the company possible, increase profits, harmonious 

relationship between the company and its customers, 

For cooperatives, member satisfaction has a very strong influence on increasing member loyalty which 

is still minimal. The higher the level of member satisfaction, the more loyalty the members give to the 

cooperative. There are two factors that affect the level of satisfaction and loyalty of members, namely product 

quality and service quality. Products that are perceived as having quality are products that conform to what 

consumers need and want and can constantly meet consumer satisfaction without the slightest defect (Sashkin 

Kisser in Hasan, 2009: 146). Meanwhile Kotler in Utari (2010: 139) states that service satisfaction is a demand 

for service companies. Good service quality is one of the keys to satisfying members so that they are loyal to the 

cooperative. 

 

Customer / Member Loyalty 

Efforts to retain members in a cooperative are to pay attention to the level of satisfaction, so that it is 

expected to form loyal members. Loyalty is a psychological condition related to attitudes towards products, 

forming consumer beliefs, determining likes and dislikes, and deciding whether they want to buy the product 

(Hasan, 2014: 134). Consumer loyalty is a behavior related to the brand of a product, the possibility of renewing 

the brand contract in the future, how likely is the customer to change their support for the brand, and how likely 

is the customer desire to increase the positive image of a product (Hasan, 2014: 121). The commitment that 

accompanies repeated purchases is a condition in which consumers do not want to move even though the 

product or service is scarce in the market and consumers voluntarily recommend these products or services to 

colleagues, family or other consumers. Sutisna (2003: 41) defines loyalty as a liking attitude towards a brand 

which is presented in a consistent purchase of that brand over time. Tjiptono (2008: 110) defines customer 

loyalty as a customer commitment to a brand, store or supplier based on its very positive nature in long-term 
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purchases. Loyalty is the customer's decision to continue to subscribe to a certain company in the long term, by 

buying and using goods and services repeatedly, 

In Wijayanti's (2008) previous research which states that customer loyalty is an asset that has strategic 

value, consumer behavior researchers are interested in developing and formulating concepts and their 

measurements. According to Fornell in Sadi (2009: 30) states customer loyalty is an endogenous factor caused 

by a combination of customer satisfaction, service perception and product quality. Different from satisfaction 

which is an attitude, loyalty can be defined based on buying behavior. Loyal customers are people who (1) make 

regular repeat purchases, (2) buy between lines of products and services, (3) reflect to others, (4) show 

immunity to attraction and competitors (Griffin, 2003: 31-32) . 

Based on some of the above definitions, it can be concluded that member loyalty is a decision to 

purchase goods or use services repeatedly from cooperative members after consuming or using a product or 

service, which is not only measured by the level of member satisfaction but also from the length of the member's 

relationship with the cooperative. and how much participation in cooperative activities, so that cooperative 

members are not interested in the goods / services offered by other companies / shops / cooperatives.  

 

Hypothesis 
1) H1: Product Quality Has a Positive Effect on Member Satisfaction 

2) H2: Service Quality Has a Positive Effect on Member Satisfaction 

3) H3: Product quality has a positive effect on Member Loyalty 

4) H4: Service Quality has a positive effect on Member Loyalty 

5) H5: Member Satisfaction has a positive effect on Member Loyalty 

 

III. RESEARCH METHODS 
This research was conducted at the Primadana Nusantara Savings and Loan Cooperative (KSP) which 

is located on Jl. Tirta Ening No. 15, Sanur Kauh- Denpasar. The research was conducted for 3 (three) months, 

from August 2019 to October 2019.The scope of this research is the role of member satisfaction in mediating the 

influence of product quality and service quality on member loyalty. 

Based on the research conducted, in this study there are two research variables, namely: Exogenous 

(independent) variables, namely variables whose values are not influenced or determined by other variables in 

the model. Each exogenous variable is always an independent variable. The exogenous variable in this study is 

product quality(X1) and service quality (X2). Endogenous (dependent) variables are variables whose values are 

influenced or determined by other variables in the model. The dependent variable in this study is member 

satisfaction(Y1) and member loyalty (Y2). The population in this study were 132 members of the Primadana 

Nusantara Savings and Loan Cooperative (KSP). Due to the population of more than 100 people, the sampling 

was done using the Slovin formula Based on the calculation results, the sample used in this study was 99 people. 

Sampling in this study uses probability sampling (random or random sampling) which is a sampling technique, 

which provides equal opportunities for each element or member of the population to be selected as sample 

members. The sampling technique in this study used simple random sampling technique (simple random 

sampling) in which the sampling technique of all members of the population was carried out randomly, so that 

each member of the population had an equal chance of being taken as a sample. In accordance with the 

formulated hypothesis, in this study the inferential statistical data analysis was measured using SmartPLS 

(Partial Least Square) software starting from the measurement model (outer model), the structure model (inner 

model) and hypothesis testing. 

 

IV. RESEARCH RESULT 
Inferential Analysis 

Evaluation of the Measurement Model or Outer Model   
a. Convergent validity 

Convergent validity from the measurement model with reflexive indicators assessed based on the 

correlation between the item score or component score estimated with Soflware SmartPLS. The results of the 

convergent validity analysis with outer loading are presented in Table 1. 

 

Table 1 

Outer Loading Results (Measurement Model)   
No. Variable Outer Loading 

1 Product Quality (X1)  

a Product conformity (X1.1) 0.874 

b Product quality can compete (X1.2) 0.920 

c Product endurance period (X1.3) 0.950 

d Quality of safety using the product (X1.4) 0.886 
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2 Quality of Service (X2)  

a Tangibles (X2.1) 0.916 

b Reliability (X2.2) 0.905 

c Responsiveness (X2.3) 0.870 

d Assurance (X2.4) 0.910 

e Empathy (X2.5) 0.821 

3 Member Satisfaction (Y1)  

a Service overall satisfaction (Y1.1) 0.873 

b Service satisfaction exceeds expectations (Y1.2) 0.916 

c Savings interest satisfaction (Y1.3) 0.945 

4 Customer Loyalty (Y2)  

b Word of Mounth Communications (Y2.1) 0.956 

c Purchase intention (Y2.2) 0.936 

d Price sensitivity (Y2.3) 0.969 

b Complaining behavior (Y2.4) 0.972 

Source: Data processed, 2020 

 

Table 1 shows that an individual reflexive measure is said to be high if it correlates more than 0.70 with 

the measured variable. In this study, the loading factor limit of 0.7 will be used. The results of processing using 

PLS can be seen in Table 5.6. The outer model value or the correlation between the variable and the variable has 

met the convergent validity because it has a loading factor value above 0.50.  

Table 1 shows that the measurement indicators for product quality variables consisting of product 

suitability, competitive product quality, product durability period and safety quality using the product have an 

Outer Loading value greater than 0.5, which means that all valid indicators form product quality variables. The 

tangibles indicator has the highest outer loading value of 0.950. 

The indicators for measuring service quality variables consisting of tangibles, reliability, 

responsiveness, assurance and empathy all have an Outer Loading value above 0.5, which means that all valid 

indicators form the service quality variable. The tangibles indicator has the highest outer loading value of 0.916. 

The measurement indicator for the variable member satisfaction consists of 3 indicators, namely overall 

service satisfaction, service satisfaction exceeding expectations and savings interest satisfaction. The three 

indicators have outer loading values above 0.5, so that all valid indicators form member satisfaction variables. 

The satisfaction indicator for savings interest has the highest outer loading value of 0.945. 

The indicator for measuring the loyalty of members has four indicators, including: word of mounth 

communications, purchase intention, price sensitivity, and complaining behavior. All four indicators have value 

outer loading above 0.5, so that all valid indicators form member loyalty variables. Indicator complaining 

behavior has the highest outer loading value of 0.972. 

 

b. Discriminant validity 

Discriminant validity analysis is carried out to ensure that each concept of each latent variable is 

different from other variables. The model is said to have good discriminant validity if each indicator loading 

value of a latent variable has a loading value that is greater than the loading value if it is correlated with other 

latent variables. The results of discriminant validity testing are presented in Table 2. 

 

Table 2 

Discriminant Validity 
AVE Correlation 

Variable AVE AVE 

Member 

Satisfaction 

(Y1) 

Service quality 

(X2) 
Product quality 

(X1) 

Loyalty 

Member 

(Y2) 

Member 

Satisfaction (Y1) 
0.832 0.912 0.912    

Quality of 

Service (X2) 
0.784 0.885 0.826 0.885   

Product quality 

(X1) 
0.824 0.908 0.975 0.845 0.908  

Member Loyalty 

(Y2) 
0.918 0.958 0.872 0.856 0.867 0.958 

Source: Data processed, 2020 

 

Table 2 shows that the AVE value of the four research variables is above 0.50 and all variables have a 

higher AVE root value than the correlation coefficient between one variable and another so that it can be said 

that the data has good discriminant validity.  
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c. Composite Reliability 

The validity and reliability criteria can also be seen from the reliability value of a variable and the 

Average Variance Extracted (AVE) value of each variable. The variable is said to have high reliability if the 

composite reliability value is above 0.70 and AVE is above 0.50. The composite reliability value of each 

variable is presented in Table 3.  

 

Table 3 

Composite Reliability 

No. Variable Composite Reliability 

1 Product Quality (X1) 0.929 

2 Quality of Service (X2) 0.930 

3 Member Satisfaction (Y1) 0.899 

4 Member Loyalty (Y2) 0.970 

Source: Data processed, 2020 

 

Table 3 shows that all variables meet composite reliability, because their value is above the 

recommended number, which is above 0.7 which has met the criteria of being reliable. Based on the overall 

evaluation results, both are convergent. discriminant validity, composite reliability, which has been described 

above, it can be concluded that indicators as measures of latent variables are valid and reliable measures. 

 

2. Evaluation of the Structural Model or Inner Model  
The inner model test or structural model is carried out to see the relationship between variables, the 

significance value and the R-square of the research model. The structural model was evaluated using the R-

square for the dependent variable t test as well as the significance of the structural path parameter coefficients. 

Changes in the R-square value can be used to assess the effect of certain exogenous latent variables on 

endogenous latent variables that have a substantive effect. 

 

 
Figure 1 

Algorithm 
Source: Data processed, 2020 

 

Figure 1 shows that the covariance of the indicator measurement is influenced by the latent construct 

or reflects the variation of the unidimensional construct which is depicted in an ellipse shape with several arrows 

from the construct to the indicator. This model hypothesizes that changes in latent constructs affect changes in 

indicators. In this model there are two exogenous variables, namely product quality and service quality and two 
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endogenous variables, namely member satisfaction and member loyalty. Model assessment with PLS begins by 

looking at the R-square for each dependent latent variable. Changes in the R-square value can be used to assess 

the effect of certain exogenous latent variables on endogenous latent variables that have a substantive effect. 

The structural model is evaluated with due regard Q2 predictive relevance model that measures how 

well the value of observations is generated by the model. Q2based on the coefficient of determination of all 

dependent variables. MagnitudeQ2 has a value with a range of 0 < Q2<1, the closer to the value 1, the better the 

model. The results of R-square estimation using SmartPLS are presented in Table 5.9. 

 

Table 4 

R-Square Value 

No. Variable R-Square 

1 Member Satisfaction (Y1) 0.715 

2 Member Loyalty (Y2) 0.853 

Source: Data processed, 2020 

 

Table 4 shows that the R-square value of the member satisfaction variable is 0.715 and the member 

loyalty variable is 0.853. The higher the R-square value, the greater the ability of the exogenous variables to be 

explained by the endogenous variables so that the better the structural equation. Apart from using the R-square, 

the goodness of fit of the model is also measured by using the Q-Square predictive relevance for the structural 

model, measuring how well the observed value is generated by the model and also its parameter estimation. Q-

square value> 0 indicates that the model has predictive relevance; conversely, if the value of Q-Square = 0 

indicates that the model lacks predictive relevance. Calculation of Q-Square is done with the formula: 

Q2 = 1 - (1-R1 
2
) (1-R22) 

 = 1- (1- 0.715) (1- 0.853) 

 = 1- (0.511) (0.728) 

 = 1 - 0.372 

 = 0.628 

The results of the calculation of Q Square Predictive Relevance (Q2) show a value of 0,The results of 

the calculation of Q2 show that the value of Q2 = 0.628. According to Ghozali (2014), the value of Q2 can be 

used to measure how well the observed value is generated by the model and also its parameter estimates. A Q2 

value greater than 0 (zero) indicates that the model is said to be good enough, while a Q2 value less than 0 

(zero) indicates that the model has less predictive relevance. In this research model, the construct or endogenous 

latent variable has a Q2 value of 0.628 which is greater than 0 (zero) so that the predictions made by the model 

are considered relevant..  

 

Hypothesis test 
Hypothesis testing is done using t-statistics by sorting to test the direct effect. In the following 

sections, the results of the direct effect test are described in succession. 

 

1. Direct Effect Testing  
The significance of the parameters estimated provides very useful information about the relationship 

between the research variables. The basis used in testing the hypothesis is the value contained in the output 

study for inner weight. The estimation output for structural model testing is presented in Table 5. 

 

Table 5 

Hypothesis Testing Results 

Relationship Between Variables 
Path Coefficient 

(Bootsrapping) 
T-Statistics Sig Conclusion 

Product quality  member 
satisfaction 

0.338 2,955 0.003 H1 is significant 

Service quality  member 

satisfaction 
0.541 4,964 0,000 H2 Significant 

Product quality  member loyalty 0.365 2,884 0.004 H3 Significant 
Service quality  member loyalty 0.210 2,156 0.032 H4 Significant 
Member satisfaction  member 

loyalty 
0.409 3,073 0.002 H5 Significant 

Source: Data processed, 2020 
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Table 5 shows the results of testing the research hypothesis as follows.  

1) Testing Hypothesis 1: Product quality has a positive effect on member satisfaction. This result can be seen 

in the coefficient value of 0.338 with a t-statistics value of 2.955. The t-statistics value is above 1.96 and the 

sig value is 0.003 <0.05, so that Ho is accepted. Based on this, it can be concluded that product quality has 

a positive and significant effect on member satisfaction. 

2) Testing Hypothesis 2: Service quality has a positive effect on member satisfaction. This result can be seen 

in the coefficient value of 0.541 with a t-statistics value of 4.964. The t-statistics value is above the value of 

1.96 and the sig value of 0.000 <0.05. Based on this, it can be concluded that, service quality has a positive 

and significant effect on member satisfaction. 

3) Hypothesis 3 Testing: Product quality has a positive effect on member loyalty. This result can be seen in the 

coefficient value of 0.365 with value t-statisticsamounting to 2.884. The t-statistics value is above the 

value of 1.96 and the sig value of 0.004 <0.05. Based on this, it can be concluded that product quality has a 

positive and significant effect on member loyalty. 

4) Hypothesis 4 Testing: Service quality has a positive effect on member loyalty. This result can be seen in the 

coefficient value of 0.210 with a t-statistics value of 2.156. The t-statistics value is above the value of 1.96 

and the sig value is 0.032 <0.05. Based on this, it can be concluded that service quality has a positive and 

significant effect on member loyalty. 

5) Testing Hypothesis 5: Member satisfaction has a positive effect on member loyalty. This result can be seen 

in the coefficient value of 0.409 with a t-statistics value of 3.073. The t-statistics value is above the value of 

1.96 and the sig value of 0.002 <0.05. Based on this, it can be concluded that member satisfaction has a 

positive and significant effect on member loyalty. 

 

Based on the results of tests carried out using the SmartPLS3.0 application, an image of the following research 

model can be presented:  

 

 
Figure 2 

Full Structural Model (PLS Bootstraping) 
Source: Data processed, 2020 

 

2. Testing the Indirect Influence Through Mediation Variables  
In testing the following hypothesis, the mediating role of the member satisfaction variable (Y1) 

between product quality (X1) on member loyalty (Y2) and the mediating role of member satisfaction variables 

(Y1) between the quality of service (X2) towards member loyalty (Y2). As for testing the indirect effect 

hypothesis in this study, the results of the analysis are presented in Table 6. 
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Table 6 

Recapitulation of Test Results for Member Satisfaction Mediation Variables 

No. Member Satisfaction Variable Mediation (Y1) at: 
Effect Ket 

(A) (B) (C) (D)  

1 
Product quality (X1)  Member Loyalty (Y2) 

0.365 (Sig) 0.503 (Sig) 0.338 (Sig) 0.409 (Sig) 
Partial 

Mediation 

2 
Quality of Service (X2)  Member Loyalty (Y2) 

0.210 (Sig) 0.432 (Sig) 0.541 (Sig) 
0.409 

(Sig) 
Partial 

Mediation 

Source: Data processed, 2020 

 

Table 6 shows the results of testing the mediating variables that can be conveyed are as follows:   

1) Member satisfaction (Y1) is able to positively and significantly mediate the indirect effect of product 

quality (X1) on member loyalty (Y2). These results are shown from the mediation test conducted, it 

appears that the effects A, C and D have a significant value. 

2) Member satisfaction (Y1) is able to positively and significantly mediate the indirect effect of service 

quality (X2) on member loyalty (Y2). These results are shown from the mediation test conducted, it 

appears that the effects A, C and D have a significant value. 

In order to know the overall effect for each relationship between the variables studied, a 

recapitulation of the direct effect, the indirect effect and the total effect can be presented in Table 7. 

 

Table 7 

Recapitulation of Direct, Indirect and Total Securities 
No. Variable Relationships Live Effects Indirect Effect Total Effect 
1 Product quality (X1)  Member Satisfaction (Y1) 0.338 - 0.338 
2 Quality of Service (X2)  Member Satisfaction (Y1) 0.541 - 0.541 
3 Product quality (X1)  Member Loyalty (Y2) 0.365 - 0.365 

 
Product quality (X1)  Member Satisfaction (Y1)  Member 
Loyalty (Y2) 

0.365 
(0.338 * 0.409) = 

0.138 
0.503 

4 Quality of Service (X2)  Member Loyalty (Y2) 0.210 - 0.210 

 
Quality of Service (X2)  Member Satisfaction (Y1)  Member 

Loyalty (Y2) 
0.210 

(0.541 * 0.409) = 

0.221 
0.431 

5 Member Satisfaction (Y1)  Member Loyalty (Y2) 0.409 - 0.409 

Source: Data processed, 2020 

 

Table 7 shows that the mediating effect of the member satisfaction variable (Y1) on the indirect effect 

of product quality (X1) on member loyalty (Y2) is greater, with a total effect of 0.503 compared to the 

mediating effect of the member satisfaction variable (Y1) on the indirect effect. service quality (X2) to member 

loyalty (Y2) of 0.409. 

The role of member satisfaction in mediating the effect of product quality and service quality on 

member loyalty is presented in the following figure. 

 

 
Figure 3: Hypothesis Test Result Path Diagram 

Source: Data processed, 2020 
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Figure 3 shows that member satisfaction (Y1) as a mediating variable has the effect of product quality 

(X1) and service quality (X2) on member loyalty (Y2). 

 

V. RESEARCH DISCUSSION 
1. The effect of product quality on member satisfaction  

The results of hypothesis testing indicate that product quality has a positive and significant effect on 

member satisfaction. This result means that the better the product quality of KSP Primadana Nusantara, the 

higher the satisfaction of the members of KSP Primadana Nusantara. This means that by providing various 

credit and deposit terms and considering the provision of interest on credit and savings according to the 

expectations of members, it will be able to improve product quality and satisfaction of KSP Primadana 

Nusantara members. The findings of this study illustrate that good product quality will have an impact on 

increasing member satisfaction, on the other hand, products that have poor quality will have an impact on 

decreasing member satisfaction. 

The products offered by KSP Primadana Nusantara, especially the indicator of product durability, 

have the highest factor weight, namely 0.950, which indicates that the various credit and deposit terms are the 

main factors in determining product quality at KSP Primadana Nusantara. However, this is different from the 

members' expectations, where members hope that in improving product quality, the cooperative is able to 

provide interest on savings and credit in accordance with the expectations of members which of course can 

compete with other cooperatives. This expectation is reflected in the highest average value which lies in the 

product suitability indicator, which is 4.05. 

The high quality of the product, especially the savings and credit interest rates, has an effect on 

member satisfaction, namely the satisfaction of savings interest, with the highest factor weighting of 0.945. This 

result means that, in reality, the savings interest factor given by KSP Primadana Nusantara is the highest in 

determining member satisfaction. However, the fact that there is a cooperative has not met the expectations of 

members of cooperative efforts in increasing member satisfaction. Where the members expect the cooperative 

not only to provide the appropriate savings interest, but more to the overall service provided by KSP Primadana 

Nusantara to members. This is reflected in the highest average value which is located on the indicator of overall 

service satisfaction, which is 4.08. 

The results of this study are reinforced by the results of research conducted by Mustikasari and Imron 

(2018) which state that, there is a significant influence between product quality on SIARTA member satisfaction 

at KSU Artha Amanah Pemalang. And the results of research from Sigit and Soliha (2017) also confirm that 

product quality has a positive and significant effect on KUR customer satisfaction. Similar research was also 

conducted by Hidayat (2010) which states that, product quality has a positive and significant effect on customer 

satisfaction, the better the product quality provided by Bank Mandiri in East Java, the more satisfied customers 

are with Bank Mandiri products in East Java. 

 

2. The effect of service quality on member satisfaction  
The results of hypothesis testing indicate that service quality has a positive and significant effect on 

member satisfaction. This result means that the better the quality of service providedKSP Primadana Nusantara, 

the higher the satisfaction of KSP Primadana Nusantara members. By providing tangible facilities such as the 

availability of clean and comfortable work spaces and waiting rooms, providing security and confidentiality 

guarantees to members of their funds and personal data according to members' expectations, it will be able to 

improve service quality and satisfaction of cooperative members. The findings of this study illustrate that good 

service quality will have an impact on increasing member satisfaction, on the other hand, poor service will have 

an impact on decreasing member satisfaction. 

The services provided by KSP Primadana Nusantara, especially the tangibles indicator, have the 

highest factor weight, namely 0.916 which indicates that tangibles are the main factor of the services provided 

by KSP Primadana Nusantara. However, this is different from members' expectations, where members hope that 

in providing cooperative services, they prioritize the assurance indicator, which is about security assurance. This 

expectation is reflected in the highest average value lies in the assurance indicator which is 3.97. 

The high quality of service, especially on the tangibles indicator, has an effect on member 

satisfaction, namely the satisfaction of savings interest with the highest factor weight, namely 0.945. This result 

means that, in reality, the savings interest factor given by KSP Primadana Nusantara is the highest in 

determining member satisfaction. However, the fact that there is a cooperative has not met the expectations of 

members of the cooperative's efforts to increase member satisfaction. Where the members expect the 

cooperative not only to provide the appropriate savings interest, but more to the overall service provided by KSP 

Primadana Nusantara to members. This is reflected in the highest average value which is located on the 

indicator of overall service satisfaction, which is 4.08. 
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The results of this study are reinforced by the results of research conducted by Abdul Basith et al. 

(2014), which states that there is a significant influence between service quality and customer satisfaction. In 

line with this, Marbun et al. (2018) also stated that service quality has a positive and significant effect on 

member satisfaction and service quality has a direct effect on member satisfaction. Yoeti (2005) also argues that 

there are two qualities that will play a role in creating member satisfaction which in turn will make the company 

strong to compete. Quality is the quality of products and services (Good and Services) and customer service. 

  

3. Effect of product quality on member loyalty  
The results of hypothesis testing indicate that product quality has a positive and significant effect on 

member loyalty. This result means that the better the quality of the product offeredKSP Primadana Nusantara, 

the higher the loyalty of KSP Primadana Nusantara members. The findings of this study illustrate that good 

product quality will have an impact on increasing member loyalty, on the other hand, products that have poor 

quality will have an impact on decreasing member loyalty to KSP Primadana Nusantara. 

The products offered by KSP Primadana Nusantara, especially the indicator of product durability, 

have the highest factor weight, namely 0.950, which indicates that the various credit and deposit terms are the 

main factors in determining product quality at KSP Primadana Nusantara. However, this is different from the 

members' expectations, where members hope that in improving product quality, the cooperative is able to 

provide interest on savings and credit in accordance with the expectations of members which of course can 

compete with other cooperatives. This expectation is reflected in the highest average value which lies in the 

product suitability indicator, which is 4.05. 

The high quality of the product, especially the savings and credit interest rates, has an effect on 

member loyalty, namely the complaining behavior indicator with the highest factor weight, namely 0.972. This 

result means that, in reality, member loyalty is implemented by complaining behavior. However, in reality there 

is an implementation of member loyalty through price sensitivity. This is reflected in the highest average value 

located in the price sensitivity indicator, namely 3.93. 

The results of this study are in line with the results of research conducted by Endarwita (2013) which 

states that, Product quality also has a positive and significant effect directly on customer loyalty. And similar 

results were obtained from researchSigit and Soliha (2017) who reaffirm if Product quality has a positive and 

significant effect on KUR customer loyalty. Product quality is the ability of a product to carry out its function, 

including durability, reliability, accuracy, ease of operation, and repair and other valuable attributes (Kotler & 

Keller, 2013). Product quality is one of the main positioning tools for marketers (Kotler and Armstrong, 2006: 

272). Quality has a direct impact on performance or service. Quality has a direct impact on the performance of 

the product or service. Therefore, quality is closely related to value and customer satisfaction. 

 

4. The effect of service quality on member loyalty  
The results of hypothesis testing indicate that service quality has a positive and significant effect on 

member loyalty. This result means that the better the quality of service providedKSP Primadana Nusantara, the 

higher the loyalty of KSP Primadana Nusantara members. The findings of this study illustrate that good service 

quality will increase member loyalty, whereas poor service will have an impact on decreasing member loyalty to 

KSP Primadana Nusantara. 

The services provided by KSP Primadana Nusantara, especially the tangibles indicator, have the 

highest factor weight, namely 0.916 which indicates that tangibles are the main factor of the services provided 

by KSP Primadana Nusantara. However, this is different from members' expectations, where members hope that 

in providing cooperative services, they prioritize the assurance indicator, which is about security assurance. This 

expectation is reflected in the highest average value lies in the assurance indicator which is 3.97. 

The high quality of service, especially the tangibles indicator, has an effect on member loyalty, 

namely the complaining behavior indicator with the highest factor weight, namely 0.972. This result means that, 

in reality, member loyalty is implemented by complaining behavior. However, in reality there is an 

implementation of member loyalty through price sensitivity. This is reflected in the highest average value 

located in the price sensitivity indicator, namely 3.93. 

The results of this study are in line with the results of research conducted by Marbun et al. (2018) 

Service quality has a positive and significant effect on member loyalty, and service quality has a direct effect on 

member loyalty. Yanti and Fitrayati (2014) state that there is a positive and significant influence between service 

quality variables and customer / member loyalty. Sigit and Soliha (2017) state that, service quality has a positive 

and significant effect on KUR customer loyalty. 

 

5. The effect of member satisfaction on member loyalty  
The results of hypothesis testing indicate that member satisfaction has a positive and significant effect 

on member loyalty. This result means that the higher the member satisfactionKSP Primadana Nusantara, the 
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higher the loyalty of KSP Primadana Nusantara members. Conversely, if member satisfaction is lower, the 

loyalty of cooperative members will be lower. 

Member satisfaction is reflected in the satisfaction indicator for savings interest with the highest 

factor weighting, namely 0.945. This result means that, in reality, the savings interest factor given by KSP 

Primadana Nusantara is the highest in determining member satisfaction. However, the fact that there is a 

cooperative has not met the expectations of members of cooperative efforts in increasing member satisfaction. 

Where members expect the cooperative not only to provide the appropriate savings interest, but more to the 

overall services provided by KSP Primadana Nusantara to members. This is reflected in the highest average 

value which is located on the indicator of overall service satisfaction, which is 4.08. 

The high level of member satisfaction, especially on the indicator of satisfaction of savings interest 

has an effect on member loyalty, namely the complaining behavior indicator with the highest factor weight, 

namely 0.972. This result means that, in reality, member loyalty is implemented by complaining behavior. 

However, in reality there is an implementation of member loyalty through price sensitivity. This is reflected in 

the highest average value located in the price sensitivity indicator, namely 3.93. 

The results of this study are in line with the results of research conducted by Novianingsih, et al 

(2019) which states that, There is a positive relationship between member satisfaction variables in loyalty 

members. Sadiartha andApsari (2018) show that Customer satisfaction has a significant effect on customer 

loyalty at the Pekraman village credit institution, Tabanan. The creation of customer satisfaction can provide 

benefits, including harmonious relationships between companies and customers, providing a good basis for 

repeat purchases, creating customer loyalty, and forming word of mouth recommendations that are beneficial for 

the company (Tjiptono, 2014 : 24). 

 

VI. CONCLUSIONS AND RECOMMENDATIONS 
Conclusion   

Based on the discussion of the research results, it can be concluded that the effect of product quality 

and service quality on member loyalty through member satisfaction is as follows:  

1. Product quality has a positive and significant effect on member satisfaction. This result means the better the 

product qualityKSP Primadana Nusantara, the higher the satisfaction of KSP Primadana Nusantara 

members. 

2. Kuality of service has a positive and significant effect on member satisfaction. This result means that the 

better the quality of service providedKSP Primadana Nusantara, the higher the loyalty of KSP Primadana 

Nusantara members.  

3. Kuality of product has a positive and significant effect on member loyalty. This result means that the better 

the quality of the product offeredKSP Primadana Nusantara, the higher the satisfaction of KSP Primadana 

Nusantara members. In addition, the findings through the indirect effect of product quality through member 

satisfaction on the loyalty of members of KSP Primadana Nusantara have a partial effect, where the better 

the product owned by the cooperative in improving product quality and member satisfaction, the more 

member loyalty in KSP Primadana Nusantara will increase. 

4. Kuality of service has a positive and significant effect on member loyalty. This result means that the better 

the quality of service providedKSP Primadana Nusantara, the higher the loyalty of KSP Primadana 

Nusantara members. In addition, the findings through the indirect effect of service quality through member 

satisfaction on the loyalty of KSP Primadana Nusantara members have a partial effect, where the better the 

service provided by the cooperative in improving service quality and member satisfaction will have an 

impact on increasing member loyalty to KSP Primadana Nusantara. 

5. Kmember satisfaction has a positive and significant effect on member loyalty. This result means that the 

higher the member satisfactionKSP Primadana Nusantara, the higher the loyalty of KSP Primadana 

Nusantara members.  

 

Suggestion  
Based on the limitations of the research stated above, the researchers hope that this research can be 

useful as input. Some suggestions from researchers are as follows: 

a. To be able to increase member loyalty to be more optimal, the management of KSP Primadana Nusantara 

can pay attention to factors that can increase loyalty, one of which is through product quality, where product 

suitability is in the form of giving appropriate credit interest and savings to members so as to increase 

member loyalty to the cooperative. Apart from that, pay attention To keep the quality of service good, it also 

has an impact on increasing member loyalty, one of which is by providing a guarantee of a sense of security 

for the funds deposited by members so as to increase members' trust, which certainly has a positive impact 

on increasing the loyalty of members of KSP Primadana Nusantara.  



Role of Member Satisfaction in Mediating the Influence of Product Quality and Service .. 

DOI: 10.35629/8028-0908043953                                   www.ijbmi.org                                                   52 | Page 

b. The next factor that must be considered by the management of KSP Primadana Nusantara in order to 

increase the loyalty of its members is member satisfaction. One way that can be done is to always provide 

excellent service to all members, so that it has an impact on increasing the satisfaction and loyalty of 

members of KSP Primadana Nusantara. 

 

REFERENCES 
[1]. Abdul Madjid, Suharto. (2009). Customer Service in the Transportation Service Business. Rajawali Press. Jakarta. 
[2]. Abdul Basith, et al. (2014). Effect of Product Quality and Service Quality on Customer Satisfaction and Customer Loyalty. Journal 

of Business Administration (JAB). Vol. 11 No. 1 June 2014. 

[3]. Afriamilda, et al. (2016). The Role of Inner Satisfaction Mediates the Influence of Service Quality, Organizational Image and Trust 
on Member Loyalty (Case Study at KPN Kogusda Talamu. Article of Bung Hatta University Postgraduate Program. 

[4]. Anjasmara. (2006). The Effect of Service Quality on Member Satisfaction in the Village Unit Savings and Loan Cooperative Unit 

(KUD) Tembuku, Tembuku District, Bangli Regency in 2006. Thesis. Master of Management Study Program. Denpasar National 
Education University Graduate Program. 

[5]. Ariani, D. Wahyu. (2009). Service Operations Management. First Print. Graha Ilmu. Yogyakarta. 

[6]. Arief. (2007). Service Marketing and Service Quality. Malang: Banyumedia Publishing. 
[7]. Arikunto, Suharsimi. (2007). Research Management. Jakarta: Rineka Cipta. 

[8]. Arniti. (2016.) The Influence of Price, Product Quality, Service Quality and Emotional Factors on Customer Satisfaction at Tirta 

Mangutama Regional Drinking Water Company (PDAM), Badung District, South Kuta Unit, Thesis. 
[9]. Bahia, Kamilia & Jacques Nantel. (2000). A Reliable and Valid Measurement Scale for the Perceived Service Quality of Banks. 

International Journal of Bank Marketing, 18/2, p. 84-91. 

[10]. Caruana. (2002). Service Loyalty The Effects of Service Quality and The Mediating Role of Customer Satisfaction. European 
Journal of Marketing, 36. 

[11]. Chang, Nai-Jen and Fong, Cher-Min. (2010). Green Product Quality, Green Corporate Image, Green Customer Satisfaction, And 
Green Customer Loyalty. African Journal of Business Management. Vol. 4 (13), 4 October, pp. 2836-2844. 

[12]. Dharmmesta, BS (2005). Customer Loyalty: A Conceptual Study as a Guide for Researchers. Indonesian Journal of Economics and 

Business. Vol. 14 (3): 73-88. 
[13]. Elrado H, et al. (2014). The Effect of Service Quality on Satisfaction, Trust and Survey Loyalty on Customers Staying at 

Jambuluwuk Batu Resort, Batu City. Journal of Business Administration (JAB). Vol. 15 No. 2. 

[14]. Endarwita. (2013).The Influence of Product Quality and Service Quality on Satisfaction and Loyalty of BRI Savings Customers at 
Simpang Empat Branch. e-Journal of Economic Appreciation. Volume 1, Number 3, September 2013; 167-180. 

[15]. Ghozali. (2009). Multivariate Analysis Application with SPSS Program. Semarang: Diponegoro University Publishing Agency. 

[16]. Ghozali, Imam. (2014). Structural Equation Modeling, an Alternative Method with Partial Least Square (PLS). Edition 4. Semarang: 
Diponegoro University Publishing Agency. 

[17]. Griffin, J. (2003). Customer Loyalty: Growing and Retaining Customers. Jakarta: Airlangga. 

[18]. Griffin, Jill. (2007). Customer Loyalty. Jakarta: Erlangga. 
[19]. Hasan Ali. (2009). Marketing. Latest edition. Publisher: Med Pressindo, Yogyakarta. 

[20]. Hasan and Ali (2014). Marketing and Selected Cases, Second Edition, Yogyakarta. CAPS (Center for Academic Publishing 

Service). 
[21]. Hidayat. (2010). The Effect of Service Quality, Product Quality, and Customer Value on Customer Satisfaction and Loyalty of Bank 

Mandiri. Journal of Management and Entrepreneurship. Vol. 11, No. 1, March 2009: 59-72. 

[22]. Ibrahim, H Amen. (2008). Theory and Concept of Public Service and Its Implementation. Publisher: Mandar Maju, Bandung. 
[23]. Indriantoro, Nur., Bambang Supomo. (2009). Business Research Methodology for Accounting and Management, First Edition. 

Yogyakarta: BPFE Yogyakarta. 

[24]. Joesron, Hj. Tati Suhartati. (2005). Cooperative Strategic Management. Yogyakarta: Graha Science. 
[25]. Kertajaya, Hermawan. 2007. Classic Indonesian Marketing. Bandung: Mizan. 

[26]. Kotler Philip. (2007). Marketing Management. Millennium Edition I, PT Prenhanllindo, Jakarta. 

[27]. Kotler, Philip and Gary Armstrong. (2008). Marketing Principles Issue 12. Jakarta: Erlangga. 
[28]. Kotler, P. & Armstrong, G. (2012). Principles of Marketing. Global Edition, 14th Edition, Pearson Education. 

[29]. Kotler Philip and Keller Kevin Lane. (2009). Marketing Management. Edition 12, PT. Jakarta Index. 

[30]. Kotler, P. & Keller, KL (2013). Marketing Management. 14th Edition, United States of America: Pearson. 
[31]. Like Dawn. (2008). Practical Approach Marketing Management. Graha Ilmu, Yogyakarta 

[32]. Lupiyoadi Slow. (2001). Service Marketing Management. Salemba Empat, Jakarta. 

[33]. ________________, and A. Hamdani. (2008). Service Marketing Management. Edition 2, Salemba 4, Jakarta. 
[34]. Marbun, et al. (2018). Analysis of Influence of Quality of Service and Quality of Products on Loyalty of Members with Member 

Satisfaction as Intervening Variable in Loan and Save Cooperative Nasari Branch Office of Medan. Academic Journal of Economic 

Studies. Vol. 4 (3), pp. 106–121. 
[35]. Mardalis. (2005). Earn Customer Loyalty. Jakarta: Balai Pustaka. 

[36]. Murdoko Widijo Hari. (2007). Great Customer Service, Serving From the Heart. Publisher PT Gramedia Jakarta. 

[37]. Mustikasari and Imron. (2018). Analysis of Product Quality on Member Loyalty through Member Satisfaction as an Intervening 
Variable (Case Study on SIARTA Products at KSU Artha Amanah Pemalang). 

[38]. Nuril. (2010). The Effect of Service Quality on Customer Satisfaction and Loyalty of Perum Pegadaian Branch of Kreneng. Thesis. 

[39]. Novianingsih, et al. (2019). The effect of service quality, trust members on member loyalty through member satisfaction KSP CU 
Pangudi Luhur Kasih. Journal of Economic Education, 8 (2) 2019: 141 - 151. 

[40]. Pangandaheng. (2015). The Influence of Service Quality and Company Image on Customer Satisfaction and Its Impact on Customer 

Loyalty at PT. Hadji Kalla Palu. Catalogist e-Journal. Volume 3 Number 2, February 2015 pp. 51-67. 

[41]. Parasuraman, V., A. Zeithaml and LL Beny. (1993). The Nature and Determinants of Customer Expextations of Service. Journal of 

Academy of Marketing Science. 21. pp. 1-12. 

[42]. Son. (2006). Analysis of the Influence of Service Quality on Customer Satisfaction at the Timpag Village Cooperative Savings and 
Loan Unit. 

[43]. Pereira, et al. (2016). The Effect of Service Quality on Satisfaction and Customer Loyalty in Dadirah Cooperative in Dili, Timor-

Leste, E-Journal of Economics and Business, Udayana University 5.3 (2016): 455-488. 



Role of Member Satisfaction in Mediating the Influence of Product Quality and Service .. 

DOI: 10.35629/8028-0908043953                                   www.ijbmi.org                                                   53 | Page 

[44]. Prawirosentono, S. (2004). New Philosophy About Management. Integrated Quality: 21st Century Total Quality Management, Case 

Study and Analysis, Jakarta: Earth Literacy. 
[45]. Redian. (2018). Driven Product Quality, Service Quality And Customer Trust In Customer Satisfaction And Customer Loyalty At 

Reli Boutique Metro. FE-UMM Scientific Journal. Vol. 12 (2018) No. 2. 

[46]. Ropke and Jochen. (2003). Cooperative Economics (Theory and Management. Translator: Djatnika, Jakarta: Salemba Empat. 
[47]. Sadi. (2009). Effect of Service Quality and Product Quality on Customer Loyalty to Know Bakso Ibu Pudji, Ungaran Semarang. 

Thesis. Agribusiness Masters Study Program, Semarang: UNDIP. 

[48]. Sadiartha and Apsari. (2018). Role of Satisfaction in Mediating the Effect of Services Quality on the Customers' Loyalty in the 
Village Credit Institutions of Pekraman, Indonesia. Journal of Business and Social Review in Emerging Economies. Vol. 4, No 2, 

December 2018. 

[49]. Sigit and Soliha. (2017). Product Quality and Service Quality Toward Customer Satisfaction and Loyalty onPublic Business Credit 
BRI Public Health Unit Unit. Journal of Finance and Banking. Vol. 21, No.1, January 2017: 157– 168. 

[50]. Silaban. (2015). The Effect of Service Quality and Customer Satisfaction on Customer Loyalty at the Rentha Jaya Purwakarta 

Savings and Loan Cooperative. Journal of Business Administration, Vol. 11, No.1: p. 61–83. 
[51]. Sugiyono. (2017). Qualitative and Quantitative Research Methods R & D. Publisher: Alfabeta, Bandung. 

[52]. Immoral and Captivating. (2011). The Effect of Product Quality and Service Quality on Satisfaction and Loyalty of UPK PNPM 

Mandiri Rural Debtors in Kalijambe District, Sragen Regency. Journal. 
[53]. Sutisna. (2003). Consumer Behavior & Marketing Communication. Third printing, PT. Youth Posdakarya, Bandung. 

[54]. Sutrisno et al. (2017). Analysis of Service Quality, Trust, and Image of Cooperative on Member Satisfaction and Loyalty. JSMBI 

(Indonesian Journal of Management and Business Science). Vol. 7 No. December 2 p. 157-174. 
[55]. Soesilowati and Rozi. (2019). The influence of service quality on loyalty with satisfaction, trust and corporate image as intervening 

variables in Rukun Tani Village Cooperative Unit in Pageruyung District Kendal Regency. Journal of Economic Education, 8 (1) 

2019: 30–38. 
[56]. Tjiptono Fandy. (2014). Service Management Realizing Excellent Service. Publisher: Andi Yogjakarta. 

[57]. Tjiptono, Fandy. (2011). Service Management. Malang: Yogyakarta: Andi Offset. 

[58]. Umar Husein. (2002). HRM Research. Publisher Gramedia Jakarta. 
[59]. Utari and Woro. (2010). Customer Satisfaction Model as a Moderating Variable to Increase Customer Loyalty on Airline. Journal of 

Economic Partners and Business Management. Vol.1, No2. Pages 137-151: Faculty of Economics, University of Wijaya Putra 

Surabaya. 
[60]. Wahyudien, et al. (2010). The influence of product quality and service quality on customer loyalty through customer satisfaction as 

an intervening variable. 

[61]. Wijayanti, Ari. (20080 Strategies to Increase Loyalty through Customer Satisfaction (Case Study: Mentari-Indosat Prepaid Cellular 
Card Products, Semarang Region). Thesis. Master of Management, Diponegoro University. 

[62]. WM., Heni. (2013). The Influence of Cooperative Service Quality and Cooperative Image on Consumer Satisfaction through 

Purchasing Decisions as an Intervening Variable in KUD Mekar, Ungaran District, Semarang Regency, 2012/2013. Essay. 
Economic Education Study Program, Semarang: UNNES 

[63]. Yanti and Fitrayati. (2014). Analysis of the Influence of Service Quality and Customer / Member Satisfaction on Customer / 
Member Loyalty at KPRI Bahagia Jaya Gubeng Surabaya. Jurna., Department of Economic Education. 

[64]. Yoeti Oka A. (2005). Customer Service Effective Ways to Satisfy Customers, PT Pradnya Paramita, Jakarta. 

 

Ni Made Wahyu Megantari, et. al. "Role of Member Satisfaction in Mediating the Influence of 

Product Quality and Service Quality on Member Loyalty in Ksp. Primadana Nusantara." 

International Journal of Business and Management Invention (IJBMI), vol. 09(08), 2020, pp. 39-

53. Journal DOI- 10.35629/8028 

 

 

 


