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Abstract 

This research is motivated by the phenomenon of intense competition in the building materials distribution industry in 
Bali Province, where CV. Bintang Indonesia Timur faces challenges in maintaining the loyalty of existing customers 
despite an increase in sales volume from new customers. The study aims to examine and explain the role of customer 
satisfaction in mediating the influence of service quality and perceived price on customer loyalty for Kalsiboard brand 
fiber cement board products at CV. Bintang Indonesia Timur. This research is a causal associative study using a 
quantitative approach. The population in this study consists of all active building material store partners who made at 
least five times purchase within a year, with a total sample of 177 respondents determined using the Slovin formula and 
proportionate stratified random sampling technique. Data were collected through questionnaires and analyzed using 
descriptive statistics and Partial Least Square (PLS) inferential analysis via SmartPLS software. The results show that 
service quality and perceived price each have a positive and significant effect on both customer loyalty and customer 
satisfaction. From the ECT perspective, these findings confirm that when service and pricing policies meet or exceed 
customer expectations, a positive confirmation is formed, which significantly enhances satisfaction and long-term 
loyalty. Furthermore, customer satisfaction is found to mediate the influence of service quality and perceived price on 
customer loyalty through complementary partial mediation. This emphasizes that in a distribution industry based on 
long-term relationships, loyalty is more effectively built through the psychological process of expectation confirmation 
that consistently creates customer satisfaction. 

Keywords: Service Quality; Perceived Price; Customer Satisfaction; Customer Loyalty; Expectation Confirmation 
Theory. 

1. Introduction

Current global market developments require industries to continuously innovate in producing products and services to 
meet increasingly dynamic customer demands (Ratnaningtyas et al., 2025). The building materials industry in 
Indonesia, particularly in Bali Province, has experienced considerable growth in line with the increasing development 
of infrastructure, housing, and the property sector (Badan Pusat Statistik Provinsi Bali, 2025). Based on data from Badan 
Pusat Statistik (BPS) in the Gross Regional Domestic Product Statistics of Bali Province by Industry 2020–2024 report, the 
construction sector is one of the key sectors in the economic structure of Bali Province. The contribution of the 
construction sector to Bali's Gross Regional Domestic Product (GRDP) has remained relatively high and stable in recent 
years. In 2024, the construction sector contributed approximately 9% to the GRDP. In 2025, based on the quarterly data 
release, its contribution remained in the range of 8.9% to 9.1%. The development of the construction sector in Bali has 
also been driven by increasing domestic and foreign investment, most of which is directed toward the development of 
tourism and property areas. This condition reinforces the position of the construction sector as one of the main 
supporting sectors in creating sustainable economic growth in Bali. 
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Based on data from Badan Pusat Statistik (BPS) in the Indonesia Construction Statistics 2025 report, the value of 
construction production in Bali Province in 2024 reached IDR 15,290,000,000,000.00 (fifteen trillion two hundred 
ninety billion Indonesian rupiah), representing a 7.1% increase compared to 2023. The high level of construction 
activity requires the availability of building materials with specifications and quality that meet established standards, 
as the suitability of the type and quality of building materials is an important factor in supporting the success of 
construction projects (Gunawan, 2022). Therefore, building materials are currently in high demand for personal use, 
resale, as well as large-scale construction projects. 

One type of material that plays an important role in the lightweight building materials category is fiber cement board, 
which is used as a substitute for gypsum and wood in interior and exterior construction. One of the companies 
specializing in the distribution of Kalsiboard products in Bali is CV. Bintang Indonesia Timur. Kalsiboard is an 
environmentally friendly fiber cement board made from silica sand, cement, and cellulose fibers without asbestos 
content. This product has been recommended by the Green Building Council Indonesia (GBCI) and is listed in the Green 
Listing Directory published by the INIAS Resource Center as a material that supports the green building concept (kalsi-
building-solutions.com, 2025). Based on data from Badan Pusat Statistik (BPS), the increasing number of business 
operators and distributors of products such as Kalsiboard serving the Bali market has intensified competition and 
provided consumers with more alternatives in selecting suppliers. 

The unit of analysis in this study focuses on customers who are building material store partners located throughout 
Bali. The selection of building material store partners as the unit of analysis is based on their strategic role in the 
distribution chain, as intermediaries that purchase products in large volumes and on a regular basis for resale to end 
consumers. Based on field observations conducted at three (3) building material stores in Tabanan Regency and three 
(3) building material stores in Denpasar City, customer loyalty toward CV. Bintang Indonesia Timur was found to be 
influenced by several key factors, including relatively competitive prices, complete product availability with ready stock, 
close personal relationships between sales representatives and store owners, and prompt product delivery. 

These observational findings are consistent with the internal sales data of CV. Bintang Indonesia Timur, which indicate 
a strong upward sales trend during the 2020–2024 period. The sales data for Kalsiboard fiber cement board products 
are presented in Figure 1. 

  
Source: CV. Bintang Indonesia Timur, 2025 

Figure 1 Sales Data of Kalsiboard Cement Board Products, 2020–2024 

Based on Figure 1, Kalsiboard sales exhibited a consistent increase from year to year. In 2020, sales of Kalsiboard 
cement board products amounted to IDR 586,346,707; in 2021, IDR 16,810,613,488; in 2022, IDR 24,371,912,841; in 
2023, IDR 26,561,808,592; and in 2024, IDR 27,970,569,314. Sales in 2020 were the lowest due to the company's 
temporary closure as a result of the COVID-19 pandemic. However, a substantial increase was observed in the following 
year as the company resumed normal operations. This reflects the effectiveness of the marketing strategy implemented 
by the distributor. 
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This consistent increase indicates that adaptive service strategies and pricing policies aligned with customer 
expectations have successfully created added value and maintained market trust. The increase in sales of Kalsiboard 
cement board products was primarily driven by the acquisition of new customers rather than the contribution of 
existing customers, as reflected by the increasing purchase volume and purchase frequency of customers. This condition 
indicates that the company's sales growth has not been fully supported by long-term relationships with its existing 
customers. 

Table 1 Transactions of Existing and New Customers, 2020–2024 

Year New Customers Existing Customers Total Customers 

2020 4.633 1.791 6.424 

2021 3.498 568 4.066 

2022 3.553 500 4.053 

2023 3.436 381 3.817 

2024 4.197 210 4.407 

Source: Processed Data, 2026 

Based on Table 1, which presents data on the number of existing and new customers of CV. Bintang Indonesia Timur 
during the 2020–2024 period, it can be seen that the increase in the total number of customers from year to year was 
primarily driven by the addition of new customers, while the number of existing customers tended to decline. In 2020, 
there were 1,791 existing customers, but this number decreased to 568 customers in 2021. In 2022, the number of 
existing customers was 500, followed by 381 in 2023 and 210 in 2024. In contrast, the number of new customers 
showed a fluctuating upward trend throughout the observation period. 

These findings indicate that although the company has been successful in attracting new customers, albeit 
inconsistently, its ability to retain existing customers has not been optimal. The decline in the number of existing 
customers suggests challenges in establishing long-term customer relationships, which represent one of the key 
characteristics of customer loyalty. In line with the increasingly intense competition within the building materials 
industry, the ability to retain existing customers has become a critical aspect, as loyal customers tend to make repeat 
purchases consistently and provide sustainable contributions to the company's performance. 

In addition to the composition of new and existing customers, customer loyalty can also be empirically identified 
through transaction frequency, which reflects customers' behavioral commitment. The number of low-frequency 
customers showed a fluctuating trend but continued to dominate the overall customer population, whereas the number 
of high-frequency customers declined consistently from 835 customers in 2020 to only 316 customers in 2024. This 
condition indicates that the majority of customers of CV. Bintang Indonesia Timur have not yet reached the loyalty stage. 
The number of low-frequency customers fluctuated during the observation period. In 2020, there were 5,589 low-
frequency customers, which decreased to 3,295 in 2021, increased to 3,412 in 2022, declined to 3,288 in 2023, and 
increased again to 4,091 in 2024. The continuous decline in the number of high-frequency customers is a matter of 
concern because this customer group represents behavioral customer loyalty. 

A comparison between low-frequency and high-frequency customers indicates that the proportion of high-frequency 
customers is relatively smaller than the total number of low-frequency customers each year. This condition suggests 
that the majority of customers remain in the low- to medium-frequency purchasing category and have not yet developed 
into customers with a high level of repeat purchasing. Based on the internal data of CV. Bintang Indonesia Timur, the 
number of returns of Kalsiboard cement board products has increased over the past five years. In 2020, there were 159 
return cases, increasing to 185 cases in 2021, 214 cases in 2022, 256 cases in 2023, and 298 cases in 2024. These 
product returns were generally caused by product specification mismatches, damage during the delivery process, and 
discrepancies between the quantity delivered and customer orders. Retail customers also tended to return products 
when the purchased products were not absorbed by the market or remained unsold. 

The increasing number of product returns reflects a discrepancy between customer expectations and the performance 
received, both in terms of service quality and the products delivered. Customer loyalty is defined as a customer's 
commitment that develops through cognitive, affective, conative, and behavioral stages, encouraging customers to 
continue making repeat purchases, provide recommendations to others, and increase their proportion of purchases 
from a particular company (Bourdeau et al., 2024). 
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In an increasingly competitive market, companies cannot focus solely on improving service quality but must also pay 
attention to pricing policies to ensure they remain aligned with customer expectations and purchasing power. Price 
plays a strategic role in influencing consumer purchasing decisions because it not only serves as an indicator of a 
product's economic value but also represents an important element of the marketing mix that directly determines 
company revenue through sales activities (Nurjaya et al., 2022). These findings emphasize that fair, affordable, and 
value-appropriate pricing not only enhances customer satisfaction but also strengthens customer loyalty, particularly 
for distribution-based companies such as CV. Bintang Indonesia Timur, which rely heavily on trust and long-term 
relationships with building material store customers in Bali (Auliaur et al., 2025). 

Based on the research gap regarding the effects of service quality and perceived price on customer loyalty, customer 
satisfaction was incorporated as a mediating variable to further examine its role in mediating the effects of service 
quality and perceived price on customer loyalty. Customer satisfaction also plays an important role in fostering 
customer loyalty. In the context of CV. Bintang Indonesia Timur, the official distributor of Kalsiboard cement board 
products in Bali Province, customer satisfaction serves as a strategic link between customers' perceptions of service 
quality and perceived price and the resulting customer loyalty. 

In the context of CV. Bintang Indonesia Timur as a distributor of Kalsiboard cement board products in Bali Province, 
customers generally have high expectations regarding delivery speed, product availability, pricing flexibility, and 
responsive service communication. Expectation Confirmation Theory (ECT) explains that when the company is able to 
provide service experiences that meet these expectations, such as prompt delivery, stable prices, and convenient 
transaction processes, customers develop positive confirmation regarding the company's performance. This condition 
increases customer satisfaction, strengthens trust in the brand, and fosters long-term customer loyalty. Conversely, 
when customers experience delivery delays, price uncertainty, or inadequate service communication, disconfirmation 
occurs, leading to lower customer satisfaction and reduced potential for repeat purchases. 

This theory is empirically relevant because it explains the phenomenon observed at CV. Bintang Indonesia Timur, 
where, despite positive growth in sales and the number of customers, the company continues to experience product 
returns from customers. 

Expectation Confirmation Theory (ECT) also emphasizes that customer satisfaction is not a final outcome but rather a 
dynamic process that influences future behavioral intentions, including repurchase intention and positive word of 
mouth. In the building materials distribution industry, such as CV. Bintang Indonesia Timur, where business 
relationships are long-term and trust-based, the confirmation of customer expectations becomes a strategic factor in 
creating sustainable customer loyalty. Satisfaction resulting from the alignment between customer expectations and 
actual experiences not only encourages repeat purchases but also strengthens customers' emotional commitment to 
the company. 

2. Research method 

This study was conducted at CV. Bintang Indonesia Timur, located at Jalan Cargo Permai I No. 200, Ubung Kaja, North 
Denpasar, Denpasar City, Bali. The exogenous variables in this study are service quality (X1) and perceived price (X2). 
The mediating variable is customer satisfaction (M), while the endogenous variable is customer loyalty (Y). The 
population of this study consists of all active building material store partners of CV. Bintang Indonesia Timur across all 
regencies/cities in Bali Province who purchased Kalsiboard cement board products at least five (5) times within one 
(1) year during 2024. The sample size was determined using the Slovin formula. Based on the calculation, the required 
sample size was 177 (one hundred and seventy-seven) respondents. This study employed a probability sampling 
technique because the population size was known with certainty. The sampling method used was proportionate 
stratified random sampling. Data were collected using a survey method through questionnaire distribution. To analyze 
the relationships between the exogenous and endogenous variables, this study employed Partial Least Squares (PLS). 

3. Result and discussion 

Based on the modeling stages described in the previous chapter, the structural equation model of this study can be 
described as in Figure 2. 
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Source: Processed Data, 2026 

Figure 2 Structural Model of Research 

The results of the outer loading test indicate that all indicators in this study have met the criteria for convergent validity. 
This is indicated by the outer loading value of each indicator being above the minimum threshold value of 0.70. Based 
on the test results, all constructs consisting of customer loyalty, service quality, price perception, and customer 
satisfaction show a high level of reliability, indicated by a Cronbach's Alpha value above 0.70. These results indicate that 
each construct has good internal consistency, so that all research variables are considered reliable. Based on the results 
of the study, it shows that the cross-loading value of the indicators for each construct is greater than that of the other 
constructs, so it can be concluded that all indicators in each construct have met the criteria for discriminant validity and 
all indicators in each variable are declared valid. 

Table 2 R-Square 

Research Variables R-square (R2)  R-square adjusted  

Customer Satisfaction (M) 0,423 0,417 

Customer Loyalty (Y) 0,533 0,524 

   Source: Processed data, 2026 

Table 2 shows an R2 value of 0.423 for the customer satisfaction variable, meaning that 42.3 percent of the variation in 
the customer satisfaction construct can be explained by service quality and price perception, while the remaining 57.7 
percent is explained by variables outside the model. The customer loyalty variable has an R2 value of 0.533, meaning 
that 53.3 percent of the variation in the customer loyalty construct can be explained by service quality, price perception, 
and customer satisfaction, while the remaining 46.7 percent is explained by variables outside the model. 

The calculation results show a Q² value of 0.731. This value indicates that the service quality and price perception 
variables have very strong predictive power on customer loyalty to Kalsiboard brand cement board products at CV. 
Bintang Indonesia Timur, with customer satisfaction as the mediator. This means that the research model is able to 
explain 73.1 percent of the information contained in the study, with the remainder explained by variables outside the 
model. 

Table 3 shows the results of the hypothesis test regarding the direct effect of service quality on customer loyalty. Based 
on the path coefficient analysis in Table 3, the path coefficient was 0.280 with a p-value of 0.000. A p-value less than 
0.05 indicates that service quality has a positive and significant effect on customer loyalty for Kalsiboard cement board 
products. The results of this study indicate that the better the service quality perceived by customers, the higher the 
level of customer loyalty to CV. Bintang Indonesia Timur. These results align with research conducted by Irawan and 
Wabiser (2025), which found that service quality influences customer loyalty at modern retail stores in Nabire. Mangiri 
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and Sasabone (2023) found that service quality influences customer loyalty at PT. Anugrah Karunia Logistik. Research 
conducted by Putra and Raharjo (2021) found that service quality has a positive and significant effect on customer 
loyalty among Grab app users in Semarang. 

Table 3 Results of Direct Effect Hypothesis Testing 

Hypothesis Estimate T-statistics 
(|O/STDEV|) 

p- values Information 

Service Quality (X1) -> Customer Loyalty (Y) 0,280 4,817 0,000 Significant 

Price Perception (X2) -> Customer Loyalty (Y) 0,347 4,205 0,000 Significant 

Service Quality (X1) -> Customer Satisfaction (M) 0,471 6,311 0,000 Significant 

Price Perception (X2) -> Customer Satisfaction 
(M) 

0,278 3,631 0,000 Significant 

 0,257 3,650 0,000 Significant 

Source: Processed data, 2026 

Table 3 shows the results of the hypothesis test regarding the direct effect of price perception on customer loyalty. 
Based on the path coefficient analysis, the path coefficient was 0.347 with a p-value of 0.000. A p-value less than 0.05 
indicates that price perception has a positive and significant effect on customer loyalty for Kalsiboard brand cement 
board products. The results of this study indicate that the better the price perceived by customers, the higher their level 
of customer loyalty to CV. Bintang Indonesia Timur. This study aligns with Expectation Confirmation Theory (ECT), 
which explains that customers evaluate the suitability of initial expectations regarding price with the actual conditions 
received. 

Table 3 shows the results of the hypothesis testing regarding the direct effect of service quality on customer satisfaction. 
Based on the path coefficient analysis, the path coefficient was 0.471 with a p-value of 0.000. A p-value less than 0.05 
indicates that service quality has a positive and significant effect on customer satisfaction for Kalsiboard brand cement 
board products. The results of this study indicate that the better the service quality perceived by customers, the higher 
their level of customer satisfaction with CV. Bintang Indonesia Timur. This study aligns with research conducted by Rauf 
et al. (2024) found that service quality can increase patient satisfaction and encourage repeat visits to government 
hospitals in Punjab, Pakistan. Sari and Marlius (2023) also stated that service quality influences customer satisfaction 
at D'sruput Lapai Padang. Research by Putri et al. (2021) showed a significant influence between service quality and 
customer satisfaction at the Tigaraksa branch of the Honda motorcycle dealership. 

Table 3 shows the results of hypothesis testing regarding the direct influence of price perception on customer 
satisfaction. Based on the path coefficient analysis, the path coefficient was 0.278 with a p-value of 0.000. A p-value less 
than 0.05 indicates that price perception has a positive and significant effect on customer satisfaction with Kalsiboard 
brand cement board products. The results of this study indicate that the better the price perceived by customers, the 
higher their level of customer satisfaction with CV. Bintang Indonesia Timur. These results align with research 
conducted by Lubis et al. (2023) that found that price influences customer satisfaction at Café Pascho Pematangsiantar. 

Table 3 shows the results of hypothesis testing regarding the direct influence of customer satisfaction on customer 
loyalty. Based on the results of the path coefficient analysis, a path coefficient value of 0.257 was obtained with a p-
value of 0.000. A p-value smaller than 0.05 proves that customer satisfaction has a positive and significant effect on 
customer loyalty for Kalsiboard brand cement board products. The results of this study indicate that the higher the level 
of customer satisfaction felt by customers, the higher the level of customer loyalty towards CV. Bintang Indonesia Timur. 
The results of this study are in line with research conducted by Irawan and Wabiser (2025) which stated that customer 
satisfaction can influence customer loyalty in Modern Retail Stores in Nabire. Manus et al. (2023) also stated that 
customer satisfaction influences customer loyalty at Shopee Bitung. 
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Table 4 Results of Indirect Effect Hypothesis Testing 

Hypothesis Estimate T-statistics 
(|O/STDEV|) 

p- 
values 

Information 

Service Quality (X1) -> Customer Satisfaction (M) -> 
Customer Loyalty (Y) 

0,121 3,060 0,002 Significant 

Price Perception (X2) -> Customer Satisfaction (M) -> 
Customer Loyalty (Y) 

0,072 2,470 0,014 Significant 

Source: Processed data, 2026 

Table 4 presents the results of the hypothesis testing regarding the indirect effect of service quality on customer loyalty 
mediated by customer satisfaction. Based on the path coefficient analysis presented in Table 4, the path coefficient is 
0.121 with a p-value of 0.002. Since the p-value is less than 0.05, the results indicate that customer satisfaction 
significantly mediates the effect of service quality on customer loyalty. These findings suggest that service quality is 
more effective in enhancing customer loyalty when accompanied by increased customer satisfaction, which ultimately 
contributes to higher customer loyalty at CV. Bintang Indonesia Timur. These findings are consistent with the 
Expectation Confirmation Theory (ECT) proposed by Oliver (1980), which serves as the grand theory underpinning this 
study. The results are also in line with the study conducted by Baladin et al. (2025), which found that customer 
satisfaction mediates the effect of service quality on Grabbike customer loyalty. 

Table 4 also presents the results of the hypothesis testing regarding the indirect effect of perceived price on customer 
loyalty mediated by customer satisfaction. Based on the path coefficient analysis shown in Table 4, the path coefficient 
is 0.072 with a p-value of 0.014. Since the p-value is less than 0.05, the results demonstrate that customer satisfaction 
significantly mediates the effect of perceived price on customer loyalty. These findings indicate that perceived price is 
more effective in improving customer loyalty when accompanied by increased customer satisfaction at CV. Bintang 
Indonesia Timur. Appropriate pricing can enhance customer satisfaction, which subsequently leads to greater customer 
loyalty. These findings are consistent with the study by Baladin et al. (2025), which demonstrated that customer 
satisfaction mediates the effect of perceived price on Grabbike customer loyalty. Likewise, Swari et al. (2024) reported 
that customer satisfaction significantly mediates the relationship between perceived price and customer loyalty at PT. 
Pelita Air Service Denpasar. Similarly, Pertiwi et al. (2022) found that perceived price influences customer loyalty 
through the mediating role of customer satisfaction. 

Based on the findings of this study regarding the role of customer satisfaction in mediating the effects of service quality 
and perceived price on the customer loyalty of Kalsiboard cement board products at CV. Bintang Indonesia Timur in 
Bali Province, several conclusions can be drawn. Service quality has a positive and significant effect on the customer 
loyalty of Kalsiboard cement board products at CV. Bintang Indonesia Timur in Bali Province. Perceived price has a 
positive and significant effect on customer loyalty. Service quality also has a positive and significant effect on customer 
satisfaction, while perceived price has a positive and significant effect on customer satisfaction. Furthermore, customer 
satisfaction has a positive and significant effect on customer loyalty. Customer satisfaction is able to mediate the effect 
of service quality on customer loyalty through complementary partial mediation. Likewise, customer satisfaction is able 
to mediate the effect of perceived price on customer loyalty through complementary partial mediation. 

4. Conclusion 

Based on these conclusions, several recommendations can be proposed. The management of CV. Bintang Indonesia 
Timur is expected to enhance customer loyalty by paying greater attention to service quality and perceived price, as 
both variables have been proven to significantly influence customer loyalty in this study. 
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