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ABSTRACT 
 

ANALYSIS OF CUSTOMER SATISFACTION ON VALUE AIRLINES IN 

SOEKARNO – HATTA AIRPORT (CASE STUDY: PT.CITILINK) 
 

By 

 

Aaron Albert Maulana Samosir 
 

SWISS GERMAN UNIVERISTY 

Bumi Serpong Damai 

 

Mr. Ir. Muhril Ardiansyah, M.Sc., Ph.D., Advisor 
 

Service quality is one of the key factors in determining the success or failure of 

airlines industry. In order to gain and sustain competitive advantage in the market, it 

is essential to understand in depth what customer perceives to be the key dimensions 

of service quality and the impacts of this on the customer satisfaction, and customer 

loyalty.  

The purpose of this research is to study and analyze the influencing factors of 

customer satisfaction and its impact on customer loyalty in PT CITILINK (customers 

become more loyal and increase their usage of services). 

The primary data is obtained by using the questionnaires to 200 customers of PT 

CITILINK. The data is analyzed using regression analysis and other statistical 

analysis to test the hypotheses.   
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Finding of this research is that the most significant factors in influencing customer 

satisfaction  is Assurance followed by Responsiveness, Tangible, Reliability, and 

Price, while Empathy factor is found to be the less influence factor.  Other finding 

suggests that satisfaction significantly affects the customer loyalty in PT.CITILINK. 

The result is used to address the market environment of PT.CITILINK and future 

recommendation based on the study. 

Keywords: Airlines, service quality, customer satisfaction, customer loyalty. 



ANALYSIS OF CUSTOMER SATISFACTION 
ON SELECTING VALUE AIRLINES IN SOEKARNO – HATTA AIRPORT 
(CASE STUDY: PT. CITILINK)  Page 5 of 122  
 
 

Swiss German University -                                                         Aaron Albert Maulana Samosir 
Business Administration 

 

 

 

 

 

 

 

 

 

 

 

 

© Copyright 2014 
by Aaron Albert Maulana Samosir  

All rights reserved 
 

 



ANALYSIS OF CUSTOMER SATISFACTION 
ON SELECTING VALUE AIRLINES IN SOEKARNO – HATTA AIRPORT 
(CASE STUDY: PT. CITILINK)  Page 6 of 122  
 
 

Swiss German University -                                                         Aaron Albert Maulana Samosir 
Business Administration 

DEDICATION 

 

I dedicate this thesis to my parents for the opportunity and the support in pursuing 

education. Thank you for everything you have done in keeping me educated, stay 

happy and healthy. I hope I would make your very proud one day. 

 

I also dedicate this thesis to Mr. Ir. Muhril Ardiansyah, M.Sc., Ph.D., as my Advisor 

at Swiss German University. Thank you for enlighten, support and direction in the 

whole process of this thesis. 

 

To my classmates in International Marketing for all the love and pain shared during 

the process of thesis in the making.  

 

Last but not least, to my family, Samosir family (especially to my Mom and Dad), 

Maryjane, Genggong, Cico’s house, Ciphauwe Family, anak kosan, Hiddingserweg 

41, babeh style and Hoiness.



ANALYSIS OF CUSTOMER SATISFACTION 
ON SELECTING VALUE AIRLINES IN SOEKARNO – HATTA AIRPORT 
(CASE STUDY: PT. CITILINK)  Page 7 of 122  
 
 

Swiss German University -                                                         Aaron Albert Maulana Samosir 
Business Administration 

ACKNOWLEDGMENTS 
 

First of all, I would like to give thanks to Jesus for blessing me in my life and giving 

me a chance to do my thesis. 

I dedicate this to my precious family who always give me as it continuous support as 

well as for their ever-present love and attention whenever I need. I am so thankful for 

my father Omri Samosir and my mother Catharina Siregar who taught me at a young 

age the importance of finding the best in others and leveraging strength to build a 

better world. I know one day I will make you more pride. 

I would like to express my appreciation to my advisor, Mr. Ir. Muhril Ardiansyah, 

M.Sc., Ph.D for spending his time during my work on the thesis and giving me the 

best advice and knowledge especially in the service dimensions, customer satisfaction 

and loyalty field. His encouragement and advice made me feel confident to fulfill my 

desire and to overcome every difficulty I encountered. 

Special thanks are also given to Michael A.F. Earley, B.A., M.A., and Mr. James 

Hunt for his assistance with the grammar corrections and suggesting possible 

improvements for my thesis writing. It is not sufficient to express my gratitude in only 

a few words. 

I could hold an enormous thanks to my friends and colleagues at Swiss German 

University. They always provided me with support, happiness, sadness, comment and 

spirit every semester. 

Last but not least, I would like to say thank you to Swiss German University for 

offering me the wonderful place to acquire knowledge.  

 

 



ANALYSIS OF CUSTOMER SATISFACTION 
ON SELECTING VALUE AIRLINES IN SOEKARNO – HATTA AIRPORT 
(CASE STUDY: PT. CITILINK)  Page 8 of 122  
 
 

Swiss German University -                                                         Aaron Albert Maulana Samosir 
Business Administration 

TABLE OF CONTENTS 

 

STATEMENT BY THE AUTHOR ............................................................................... 2	
  
ABSTRACT ................................................................................................................... 3	
  
DEDICATION ............................................................................................................... 6	
  
ACKNOWLEDGMENTS ............................................................................................. 7	
  
CHAPTER 1 – INTRODUCTION .............................................................................. 12	
  

1.1 Airline Industry in Indonesia ............................................................................. 12	
  
1.2 Phenomena of Citilink in Indonesia ................................................................... 13	
  
1.3 Company Profile ................................................................................................ 16	
  
1.4 Research Problem .............................................................................................. 18	
  
1.5 Research Question ............................................................................................. 19	
  
1.6 Research Purpose ............................................................................................... 19	
  
1.7 Scopes and Limitation ........................................................................................ 19	
  
1.8 Significance of Study ......................................................................................... 20	
  
1.9 Thesis Structure ................................................................................................. 21	
  
2.1 Customer Satisfaction ........................................................................................ 22	
  
2.2 Customer Loyalty ............................................................................................... 23	
  
2.3 Airline Service Quality ...................................................................................... 24	
  
2.4 Brand Relationship ............................................................................................. 25	
  
2.5 Behavioural Intention ......................................................................................... 26	
  

2.5.1 Brand Loyalty ............................................................................................. 26	
  
2.5.2 Brand Switching .......................................................................................... 26	
  

2.6 Past experiences ................................................................................................. 27	
  
2.7 Previous Research .............................................................................................. 28	
  

2.7.1 The Most Important Factors According to Customers ............................... 28	
  
2.7.2	
   Second Least Important Factors According to Customers ...................... 31	
  

CHAPTER 3 – METHODOLOGY ............................................................................. 32	
  
3.1 Research Process ................................................................................................ 32	
  
3.2 Type of Study ..................................................................................................... 34	
  
3.3 Type of Data ...................................................................................................... 34	
  

3.3.1	
   Primary Data ............................................................................................ 34	
  
3.3.2	
   Secondary Data ........................................................................................ 35	
  

3.4 Data Collection .................................................................................................. 35	
  
3.5 Research Question and Hypothesis .................................................................... 37	
  

3.5.1 Research Question ...................................................................................... 37	
  
3.5.2 Research Hypothesis ................................................................................... 38	
  

3.6 Research Model ................................................................................................. 40	
  
3.7 Validity and Reliability ...................................................................................... 43	
  
3.8 Data Analysis ..................................................................................................... 44	
  

3.8.1	
   Multiple Regression ................................................................................. 45	
  
3.8.2 Multicollinearity Test .................................................................................. 46	
  
3.8.3 Testing the Overall Significance (F test) .................................................... 47	
  



ANALYSIS OF CUSTOMER SATISFACTION 
ON SELECTING VALUE AIRLINES IN SOEKARNO – HATTA AIRPORT 
(CASE STUDY: PT. CITILINK)  Page 9 of 122  
 
 

Swiss German University -                                                         Aaron Albert Maulana Samosir 
Business Administration 

3.8.4 F-Test .......................................................................................................... 47	
  
3.8.5 t test ............................................................................................................. 48	
  
3.8.6  Coefficient Correlation Pearson Product Moment (r) ................................ 49	
  

CHAPTER 4 - ANALYSIS AND DISCUSSION ....................................................... 51	
  
4.1 Data Validity and Reliability for Respondents .................................................. 51	
  

4.1.1 Validity Test (Pre-Test) .............................................................................. 52	
  
4.1.2 Reliability Test ............................................................................................ 57	
  

4.2 Respondent Profile ............................................................................................. 59	
  
4.2.1 Age (Year) .................................................................................................. 59	
  
4.2.2 Education .................................................................................................... 59	
  
4.2.3 Occupation .................................................................................................. 60	
  
4.2.4 What was the average expenditure of your monthly household expenses? 60	
  
4.2.5 Do you ever use the airline Citilink? .......................................................... 61	
  
4.2.6 How many times have you used the airline Citilink within one year? ....... 61	
  

4.3 Classic Assumption Test .................................................................................... 62	
  
4.3.1 Durbin-Watson Test .................................................................................... 62	
  
4.3.2 Multi-Collinearity test ................................................................................. 63	
  
4.3.3 Heteroskedasticity Test ............................................................................... 65	
  
4.3.4 Normality Test ............................................................................................ 66	
  

4.4 Multiple Linear Regression Analysis ................................................................. 70	
  
4.4.1 Coefficient of Determination or R2 ............................................................ 71	
  
4.4.2 F-Test (ANOVA) ........................................................................................ 72	
  

4.5 Regression Equation .......................................................................................... 75	
  
4.5.1 Multiple Regression Equation ..................................................................... 75	
  
4.5.2 Simple Regression Equation ....................................................................... 77	
  

4.6 Hypotheses Testing ............................................................................................ 80	
  
4.6.1 Hypothesis #1 .............................................................................................. 80	
  
4.6.2 Hypothesis #2 .............................................................................................. 81	
  
4.6.3 Hypothesis #3 .............................................................................................. 81	
  
4.6.4 Hypothesis #4 .............................................................................................. 82	
  
4.6.5 Hypothesis #5 .............................................................................................. 83	
  
4.6.6 Hypothesis #6 .............................................................................................. 83	
  
4.6.7 Hypothesis #7 .............................................................................................. 84	
  
4.6.8 Hypothesis #8 .............................................................................................. 85	
  

CHAPTER 5 – CONCLUSIONS ................................................................................ 86	
  
GLOSSARY ................................................................................................................ 89	
  
REFERENCES ............................................................................................................ 92	
  
APPENDICES ............................................................................................................. 98	
  

Appendix 1 - Pearson Table ..................................................................................... 98	
  
Appendix 2 – Durbin Watson Table ........................................................................ 99	
  
Appendix 3 - Questionnaire ................................................................................... 100	
  
Appendix 4 - Questionnaire Results ...................................................................... 110	
  
Appendix 4 - Questionnaire Results (continued) ................................................... 116	
  

CURRICULUM VITAE ............................................................................................ 122	
  


