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Abstract

The need for diesel for businesses today is increasing. This increase makes many new companies appear in the
field of fuel transport services. The purpose of this study is to examine the effect of service quality, prices
fairness, on customer satisfaction and repurchase intentions at PT. Cahaya Putra Jaya Bali. This research uses an
associative approach. Purposive sampling was used for sampling in research with a total sample of 54
respondents. Data collection techniques was by distributing questionnaires to customers of PT. Cahaya Putra
Jaya Bali. Smart PLS 3.0 was used in processing data. The results of this study indicate the quality of service
and the reasonableness of price have a positive and significant effect on customer satisfaction and repurchase
intention. Customer satisfaction has a positive and significant effect on repurchase intentions. Customer
satisfaction partially mediates the relationship between service quality against repurchase intentions and the
price fairness towards repurchase intentions. The practical implication of this study is that this study can be used
as a model for evaluating the strategy of PT. Cahaya Putra Jaya Bali to customer satisfaction and repurchase
intentions. The theoretical implication of this research is that this research can complement the marketing
literature and will contribute a new knowledge about evaluating the influence of a variable on other variables
based on the strength of the value of the four variable relationship model (service quality, proce fairness,
customer satisfaction and repurchase intention) in the sales business diesel fuel and strengthen previous

research.
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1. Introduction

The need for diesel fuel is currently increasing. This has led to the emergence of new companies engaged in the
fuel transport service. This transportation service and agent of BBM (Petroleum Fuel) is one of the industrial
agents or distributors that supply diesel. The more companies in the same field, the selective level of consumers
also increases, especially in choosing an agent or distributor of solar suppliers. This decision is certainly in
accordance with the quality of service and price offered. Quality that has a close relationship with customer
satisfaction is the quality of service. Consistency of service quality is very difficult to maintain. This is due to
the service business, the quality of this service occurs during the delivery process to the customer. Based on this,
service quality has a high dependency on the performance of workers and organizational resources where they
cannot be controlled as easily as components of goods produced [1]. High and low quality of a service depends
on how the consumer's acceptance of the real service they get like what they expect. PT. Cahaya Putra Jaya Bali
is one of the companies providing transportation services and industrial fuel agents located on JIn. Sari Dana IX
no. 3X Cargo with license number 021 / 22-09 / IUBB / DPMPTSP / VII / 2017. Among the many
transportation services and industrial solar fuel agents, PT. Cahaya Putra Jaya Bali has advantages in terms of
service quality. One example of the quality of service provided by this company is the courtesy and friendliness
of employees and drivers to customers so as to make customers feel comfortable. In addition to service quality,
according to [2] states prices can build consumer satisfaction. The price given by the company to customers is
one of the determinants that can affect customer satisfaction. PT. Cahaya Putra Jaya Bali provides customers
with fluctuating price, this is because the company provides customers with prices that are adjusted to
Pertamina's prices. Based on customer price data, there is an average price given by the company to customers
in the amount of Rp 6,982 in one year. The company experienced price changes twice a month, namely in the
first period from the 1st to the 15th and the second period from 16 to 30, it is based on the prevailing world oil
prices from Pertamina. Price is an element of the marketing mix that directly affects a resource of expenditure
[3]. According to [4], price can be described as a customer's consideration of an average price of a service in
comparison to other services. The more reasonable of the price given to the customer, the more satisfied the
customer will be. Based on that price becomes the thing that dominates consumer satisfaction. Consumer
satisfaction is an appreciation felt by consumers after using a service. The existence of satisfaction felt by
consumers will cause effects for customers to buy back to the company repeatedly. Therefore, satisfaction can
be defined as a post-consumption evaluation that an alternative chosen meets or exceeds expectations [5]. The
existence of satisfaction and dissatisfaction with a product or service will affect subsequent behavior patterns.
According to [6], good service quality will greatly affect consumer satisfaction in trading business.When
customers feel satisfied and their needs are met, the customers will be willing to establish long-term
relationships with the company, one of them through repurchases [7]. More and more customers who buy back
or use services will have a great influence on a company, including increasing the profitability of the company
which will make the company's survival. Customer behavior of not to buy or reuse a product or service can be
caused by several things. One of them is because the customer feels that the service quality felt is no longer in
accordance with the sacrifice or cost incurred by the customer [8]. Besides the quality of service, price also
affects customers in reusing these services. This is reinforced by [9] which states that price is the most important

decision variable taken by customers to buy or use a product or service. This statement is also strengthened by
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the information collected through the voice of PT. Cahaya Putra Jaya Bali. The pre-survey results state that there
are some customers who experience poor service quality and get high prices, which makes customers reluctant
to reuse these services. This survey was conducted randomly from 20 customers of PT. Cahaya Putra Jaya Bali.
There are 15% of customers experiencing poor service quality from both employees and drivers. The remaining
45% said the quality of service is good and 40% of the quality of service standards. For the reasonableness of
high prices there are 25%, low prices of 10% and standard prices of 65%. Based on the survey results,
customers who experience poor service quality and high prices experience fraud committed by the company.
The customer said that the diesel given by the company to the customer did not match the order but the price to
be paid was in accordance with the customer's order. This certainly makes customers feel uncomfortable about
cheating by the company. This research was conducted because there are different results between service
quality on customer satisfaction and repurchase interest. The results of research conducted by [10] state that
there was a significant influence between service quality variables on customer satisfaction and repurchase
interest and a significant influence between customer satisfaction variables on repurchase interest. In contrast to
the results of [11] states that service quality has a negative and not significant effect on repurchase interest. The
results of research from [12] who examined the effect of fairness on prices on consumer satisfaction. The results
of this study indicate that the price reasonableness does not affect customer satisfaction, where price is not the
main element in determining customer satisfaction. Unlike the case with [13], which states that the prices
fairness has a positive and significant effect on customer satisfaction. According to [14] states that the prices
fairness has a positive and significant effect on purchase intentions. Reference [15] found the result that the
dominant factor that influenced repurchase interest was customer satisfaction. Based on the explanation of the
phenomenon that occurs it is stated that the problem of this research was carried out at PT. Cahaya Putra Jaya
Bali. This consideration is expected to be able to assist companies in maintaining or increasing customers. In
addition, this concept is carried out to assist companies in creating customer satisfaction by providing quality
services and reasonable prices. The satisfaction felt by the customer will certainly affect the consumer's interest
to buy back the product.

2. Hypothesis Formulation

Service
Quality (X1)

Customer
Satisfaction
(Y2)

Repurchase
Intention
(Y1)

Price Fairness
(X2)

Figure 1: Research Framework
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Figure 1. Research Framework

Based on the research framework in Figure 1. the hypothesis can be formulated as follows.

H1: Service quality has a significant positive effect on customer satisfaction.

H2: Service quality has a significant positive effect on repurchase intentions.

H3: Price fairness has a significant positive effect on customer satisfaction.

H4: Price fairness has a significant positive effect on repurchase intention.

H5: Customer satisfaction has a significant positive effect on repurchase intentions.

H6: Customer satisfaction can mediate the effect of service quality on repurchase intentions

H7: Customer satisfaction can mediate the effect of price fairness on repurchase intentions

3. Research Methods

This research used quantitative data types that are analyzed associatively. This research was conducted at PT.
Cahaya Putra Jaya Bali. The subjects in this study are customers who buy diesel at PT. Cahaya Putra Jaya Bali.
The object of this research is to measure the effect of service quality and fairness of prices on repurchase

intentions mediated by customer satisfaction.

The population in this study is all customers of PT. Cahaya Putra Jaya Bali, which uses this service more than
twice the use, which amounted to 54 in 2017. Saturated sample is a sampling technique if all populations are
sampled [16]. The sample in this study is the entire population of 54 companies or individuals. The data analysis

technique used in this study is to use path analysis [17].

Path analysis can be done using the SPSS (Statistical Package for Social Science) program [18].

4. Results and Discussion

Respondents with an age range of 35 to 43 years had the largest number of 13 respondents or 24.1 percent. The

most sex is male with 45 respondents or 83.3 percent.

The number of purchases every month is 3 to 4 times has the highest number of 20 respondents or 37 percent.
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Figure 1: Output Result

The significance of the estimated parameters provides very useful information about the relationship between
the research variables. The basis used in testing hypotheses is the value contained in the output result for inner

weight. Table 1. provides estimated outputs for testing structural models.

Table 1: Result for Inner Weight

Variables Original Sample Standard T Statistics P

Sample (O) Mean (M) Deviation (|O/STDEV)) Values
(STDEV)

Satisfaction -> 0,517 0,516 0,172 3,012 0,003

Repurchase Intention

Price Fairness > 0,328 0,337 0,112 2,921 0,004

Satisfaction

Price Fairness -> 0,167 0,171 0,081 2,053 0,041

Repurchase Intention

Service  Quality > 0,633 0,627 0,102 6,200 0,000

Satisfaction

Service  Quality > 0,265 0,265 0,115 2,297 0,022

Repurchase Intention

Source: Data processed, 2019
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Table 2: Result for Indirect Effect

Variables Original Sample Standard Deviation T  Statistics P
Sample (O) Mean (M) (STDEV) (|O/STDEV|)  Values

Price Fairness - Satisfaction 0,170 0,173 0,082 2,061 0,040

- Repurchase Intention

Service Quality 2> 0,327 0,323 0,123 2,663 0,008

Satisfaction > Repurchase

Intention

Source: Data processed, 2019

Table 3: Result for Variance Accounted For (VAF)

Variable Direct Effect Indirect Effect Total Affect VAF
Satisfaction > Repurchase 0,265 0,327 0,592 0,552
Intention

Price Fairness - Satisfaction 0,167 0,170 0,337 0,504
Price Fairness - Repurchase 0,633 - 0,633

Intention

Service Quality > 0,328 - 0,328

Satisfaction

Service Quality -> 0,517 - 0,517

Repurchase Intention

Source: Data processed, 2019

Variance Accounted For or VAF is a measure of how much the mediating variable is able to absorb the direct
influence that was previously significant from the non-mediating model. If the VAF value is above 80%, then it
can be declared as full mediation, and if it is between 20% and 80%, it can be categorized as partial mediation,
but if the VAF is less than 20%, it can be concluded that there is almost no mediating effect. Based on the
results from Table 3. The VAF is obtained for testing satisfaction as a mediating relationship between service
quality and repurchase intention and the reasonableness of the price between repurchase interest is between 20%
to 80%, ie 0.552 or 55.2% and 0.504 or 50.4% so can be categorized as mediating partially. Based on the results
of the PLS analysis, this section will discuss the results of the calculations that have been made. This study aims
to determine the effect of service quality and prices fairness on customer satisfaction and customer repurchase
intention of PT. Cahaya Putra Jaya Bali. Testing is shown through existing hypotheses so that they can find out

how the influence of each variable on the other variables.

4.1. The effect of service quality on customer satisfaction
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The results of data analysis show that service quality has a positive and significant effect on customer
satisfaction. This means that the better the quality of services provided to customers, customer satisfaction will
increase. Consumer satisfaction is closely related to the quality of service that is valued or considered good by
consumers. It means, the quality of service can be used as a tool in increasing customer satisfaction. Customer
satisfaction is the evaluation process by customers used services provided by the company in accordance with
customer expectations and the reality received by the customer. Reference [19,20] stated that service quality has
a significant positive effect on customer satisfaction, so it can be concluded that the higher the quality of
service, the higher the customer satisfaction. Another study conducted by [21] also stated that service quality
has a positive effect on customer satisfaction, the positive effect indicates the higher service quality received by
respondents, it will lead to high customer satisfaction. Likewise, research conducted by [11,22] states that
service quality is proven to have a significant and positive influence on customer satisfaction. This means that in

the study mentioned if service quality is improved, customer satisfaction also increases.

4.2. The effect of service quality on repurchase intention

The results of data analysis show that service quality has a positive and significant effect on repurchase
intentions. This means that the better the quality of services provided to customers, the repurchase intention will
increase. Reference [1,15] show that service quality variables contribute positive and significant influences the
repurchase intention variable. Other research conducted by [23] also states that service quality has a positive
effect on repurchase interest. Quality service provided by the company will certainly affect consumer behavior.
This behavior is judged by the satisfaction felt by the customers. If consumers are satisfied, then the consumer's
intention to buy back will be even higher. The statement was also supported by research conducted by [15]
stating that service quality variables significantly and positively affected buying interest. The same study was
also conducted by [10] who stated that there was a significant influence between service quality on repurchase
interest. It can be concluded that from previous studies to improve repurchase intentions by customers,
companies must improve the quality of services provided by the company so that consumers will feel satisfied

with the services provided.

4.3. The effect of price fairness on customer satisfaction

The results of data analysis show that the price fairness has a positive and significant effect on customer
satisfaction. This means that the more reasonable the price given to the customer, the customer satisfaction will
increase. Prices often affect customer perceptions of product quality. Price can define as a measure in the buyer's
memory where the product is the basis of valuation by comparing the actual price. The pricing decision is very
important to determine how far a product or service is valued by customers because in the process of image
building, pricing also gives certain perceptions of quality [13]. Reference [24] states that prices can affect
customer satisfaction. Price differs according to type and function. Reference [2,25] found that there is a
positive relationship between the fairness of prices and customer satisfaction. The same thing was done by [21]
stating that price influences repurchase intention. The price offered to the customer can also affect the

customer's interest to repurchase the product.
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4.4. The effect of price fairness on repurchase intention

The results of data analysis show that the price fairness has a positive and significant effect on repurchase
intentions. It means that the more fairness of the price given to the customer, the intention to repurchase will
increase. According to [15], fair price given by the company is in accordance with customer expectations and in
accordance with the prices contained in the market. Costumers have a high perception about prices in
purchasing products. Based on these results it can be concluded that the variable price can affect consumer
repurchase interest. Reference [26] found that price reasonableness has a significant direct impact on purchase
intentions. Consumer perceptions about fairness price are positive, related to consumer purchase intentions.
Consumers consider price considerations to be sensitive in purchasing decisions. If the price offered is
considered reasonable and in accordance with the quality of the product, then consumers will have a positive
attitude towards purchase intentions. This refers to a study conducted by [14] which states that the fairness
variable of prices has a positive and significant effect on consumer purchase intentions. The same research was
also conducted by [21] states that price influences repurchase intention. But it is different with [27] which shows

that price does not significantly influence consumer buying interest.

4.5. The effect of customer satisfaction on repurchase intention

The results of data analysis show that customer satisfaction has a positive and significant effect on repurchase
intentions. This means that the more customers are satisfied with the services provided, the intention to
repurchase will increase. Reference [13] states that with customer satisfaction, customers will have an interest in
reusing services from the same provider. According to [13] to measure customer satisfaction variables, there is
the most dominant thing that is performance perception. Perception of performance from the customer
perspective certainly can not be separated from customer experience of the use of services in the past and obtain
services in accordance with their expectations so that to build positive customer perceptions need to be
considered services that focus on customer satisfaction for services consumed. The higher the customer
satisfaction, the higher the repurchase interest, so that customer satisfaction positively influences the repurchase
intention [20]. Research conducted by [28,29] revealed that the variable customer satisfaction directly affected
the repurchase intention. According to [20] states that customer satisfaction variables have a significant

influence on repurchase interest.

4.6. The role of customer satisfaction in mediating the effect of service quality on repurchase intention

The results of data analysis show that customer satisfaction mediates the effect of service quality on repurchase
intentions. This means that the better the quality of services provided to customers and supported by the
satisfaction felt by these customers, the intention to repurchase will increase. The results of research conducted
by [20] prove that service quality is the most dominant factor in increasing customer satisfaction, which in turn
will indirectly increase repurchase interest. However, research [23] states that service quality can indirectly
influence repurchase interest through customer satisfaction. Different according to [30] states that customer
satisfaction is able to be a connecting variable between service quality and repurchase interest, so the higher the

customer's perception of service quality, the greater the customer satisfaction which will ultimately increase
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repurchase interest. Reference [15] state that the dominant factor affecting customer satisfaction is service
quality and the dominant factor influencing repurchase interest is customer satisfaction. This means that
customer satisfaction as a mediating variable is proven to be a mediating variable and has a significant
influence. Based on this, so that service quality has an influence on repurchase interest mediated by customer

satisfaction.

4.7. The role of customer satisfaction in mediating the effect of prices fairness on repurchase intention

The results of the data analysis show that customer satisfaction mediates the effect of price fairness on
repurchase intentions. This means that the more fairness of prices are given to customers and supported by the
satisfaction felt by these customers, the intention to repurchase will increase. Reference [5] states that the price
felt by the customer influences buying interest which then influences consumer satisfaction. Reference [31] also
states that price influences consumer satisfaction which can then influence consumer repurchase intentions.
However, it is different with research conducted by [32] which shows that price has a negative effect on
consumer repurchase intention, this occurs in his research because separation has not been able to meet the

desires of consumers so that there is a perceived consumer dissatisfaction.

5. Conclusion and Recommendation

Based on the results of the research discussion, it can be concluded that service quality has a positive and
significant effect on customer satisfaction. Service quality has a positive and significant effect on repurchase
intentions. This means that the better the quality of services provided to customers, the repurchase intention will
increase. Fairness of price has a positive and significant effect on customer satisfaction. This means that the
more fairness of price given to the customer, the customer satisfaction will increase. Fairness of price has a
positive and significant effect on repurchase intention. This means that the more reasonable the price given to
the customer, the intention to repurchase will increase. Customer satisfaction has a positive and significant
effect on repurchase intentions. This means that the more customers feel satisfied with the services provided, the
repurchase intention will increase. Customer satisfaction mediates the effect of service quality on repurchase
intentions. This means that the better the quality of services provided to customers and supported by the
satisfaction felt by these customers, the repurchase intention will increase. Customer satisfaction mediates the
effect of fairness on the price of repurchase intention. This means that the more fairness of prices are given to
customers and supported by the satisfaction felt by these customers, the intention to repurchase will increase.
For further research, it is expected to add other variables that might influence repurchase intentions such as
company image and word of mouth. Future studies can make comparisons between repurchase intentions of

similar products in two different companies or on different demographics.
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