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Abstract – From several diverse dimensions there are other factors that influence customer satisfaction through purchasing decisions 
and implicitly and explicitly but from some of these factors, The main coverage of variables according to the topic of discussion so that 
they can be processed from valid reference sources and determined what is considered for the direction of this research objective. 
Analyze and examine the variables of brand equity, product quality and after-sales service on customer satisfaction through purchasing 
decisions so that in comparison, knowing the influence (cause and effect), significance and correlation between the variables studied that 
are ultimately able to increase the company revenue with existing tactics and strategies. Quantitative methods are research strategies 
based on the ideology of positivism applied to a specific population or sample, data collection techniques are carried out with 
quantitative / statistical research tools. The quantitative approach seeks to test the presumption. Quantitative approaches take the form 
of numerical results obtained from measurements made using scales for research variables. Comparative research methodology is also 
used in this study. It has gotten 150 Sampling responder with Likert interval scale. Using SmartPLS software to obtain result. The effect 
of brand equity on customer satisfaction (T value 3.280 and P Value 0.001) and the effect brand equity to customer satisfaction through 
purchasing decisions (T value 5.055 and P Value 0.000), have a significant positive correlation and effect. The effect of product quality 
on customer satisfaction (T value 3.847and P Value 0.000) and the effect of product quality on customer satisfaction through consumer 
purchasing decisions (T value 2.770 and P Value 0.006) have a significant positive correlation and effect. The effect of after-sales service 
on customer satisfaction (T value 2.546 and P Value 0.011) and the effect of after-sales service on customer satisfaction through 
consumer purchasing decisions (T value 3.425 and P Value 0.001) have a significant positive correlation and. The effect of customer 
satisfaction on purchasing decisions (T value 2.764 and P Value 0.006 have a significant positive correlation and effect. The customer 
satisfaction index through this tool and trending data has increased even though it did not reach the target expected by the company. 
All variables are influential and significant on exogenous variables and endogenous variables. In conducting this research, the author 
realizes that there are still limitations and shortcomings that need to be developed in the future, so far this research can at least answer 
the background of the problems raised. 

Keywords – Brand Equity, Product Quality, After-Sales Service, Net Promoter Score, Smartpls, Exogenous, Endogenous. 

 

I. INTRODUCTION 

  1. Background  

In the rapid development of technology and information today, making consumer behavior more critical, careful and clever in 
determining the attitude of decisions on tactical strategies towards needs, wants and demands needed in supporting business 
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and business run. The Net Promoter instrument in the I&E Department is the company's instrument to observe, determine and 
evaluate the achievement of customer satisfaction figures that are also not achieved. With a minimum target of 65% per year 
but on average from year to year also has not shown significant improvement results. NPS is one of the indicator tools to 
analyze consumer satisfaction figures after using products that are recognized by PTA, especially selected products in the I& 
E Department. 

2. Identify the problem 

From this data, it is identified that there is a need for follow-up that must be done to improve the numbers relevant to the 
achievement of the Net Promoter Score by taking several feedback criteria from consumers after they fill out several questions 
on a scale of 1-10 sent by the principal through the online Link Survey with the aim of predicting business development and 
growth. NPS was sparked by Fred Reichheld (2003) in the book The Ultimate Question which contains customer loyalty 
metrics by estimating the recurrence of consumer transactions after making a purchase and referring customers to recommend 
to colleagues or other friends.   

The ratings are categorized into (Promoter: customer response with a value between 9-10; Passive: customer response with a 
value between 7-8; Detractor: customer response with values between 0-6). Where the NPS parameters in this company 
consist of QSCI parameters (Quickserve Customer index and CPS (Customer Promptness Score) with indicators are: 
Satisfaction, Referral / recommend to other, Availability. Reliability, Dependability, Price, Respectfulness, Estimate cost as 
service event. 

3. Research Problem Formulation. 

From several diverse dimensions there are other factors that influence customer satisfaction through purchasing decisions and 
implicitly and explicitly but from some of these factors, The main coverage of variables according to the topic of discussion so 
that they can be processed from valid reference sources and determined what is considered for the direction of this research 
objective.   

And based on what is the background to the description that has been stated above and projected sourced from verified related 
literature, a Research formulation into several questions, namely: 

a. Whether brand equity has a positive and significant effect on customer satisfaction? 

b. Whether brand equity has a positive and significant effect on customer satisfaction through consumer purchasing 
decisions. 

c. Does Quality have a positive and significant effect on customer satisfaction? 

d. Whether quality has a positive and significant effect on customer satisfaction through consumer purchasing decisions. 

e. Does after-sales service have a positive and significant effect on customer satisfaction? 

f. Whether after-sales service has a positive and significant effect on customer satisfaction through consumer purchasing 
decisions. 

g. Whether customer satisfaction has a significant effect on purchasing decisions 

4. Research Objectives 

Analyze and examine the variables of brand equity, product quality and after-sales service on customer satisfaction 
through purchasing decisions so that in comparison, knowing the influence (cause and effect), significance and 
correlation between the variables studied that are ultimately able to increase the company's revenue with existing tactics 
and strategies.  

 The main objectives of analyzing: 

1. The effect of brand equity on purchase decision  

2. The effect of brand equity on customer satisfaction through purchase decision  
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3. The effect of product quality on purchasing decision  

4. The effect of product quality on customer satisfaction through purchase decision variables 

5. The effect of after-sales service on purchasing decision  

6. The effect of after-sales service on customer satisfaction through purchasing decision  

7. The effect of purchasing decision on customer satisfaction 

II. LITERATURE REVIEW 

 1. Theory and Review of articles 

Sourced from literature studies by previous researchers, then this reference is used as a reference in analyzing the object of 
research based on the variables studied.  

1.1 Brand equity. 

According to (Khoshtaria et al., 2020), defining equity as a collection of assets or liabilities owned by a brand or symbol 
that has the power to increase and decrease the value of an item or services. Brand equity according to Aaker (2018) Their 
equity is a liability and asset set of brands related to a brand, its symbol and name are intended for addition or reduce the 
value that the product has incurred to the company and consumers. Research support also carried out by Dewi (2022) who 
made research on Ms. Glow's skincare consumers with the topic of the influence of brand equity on consumer satisfaction 
with purchasing decisions as mediation. With the results have a significant and positive effect either directly or indirectly. 

1.2 Product Quality 

According to Riadi, Muchlisin (2020) Product quality refers to the physical state, properties, and characteristics of a good 
or service, whether it is a good or service, based on expectations of quality levels, such as durability, reliability, accuracy, 
ease of use, product improvement and other product attributes, with the aim of meeting and satisfying consumer or 
customer needs. Wijaya (2018: 9) states that marketing standards, techniques, production, and maintenance, quality of 
goods and services are the entire set of qualities that ensure that the products used meet customer or consumer 
expectations. It is the customer who determines the quality. In other words, quality is determined by the real experience of 
customers or users of the product, which is evaluated based on predetermined standards and characteristics. In line with 
other research support by Mardiana (2022), with the topic of the influence of quality variables of a product and brand 
image regarding customer satisfaction intermediated mediation through purchasing decisions where all independent 
variables have a positive and significant effect either directly or indirectly on the intervening variable and dependent 
variable. 

1.3 After-sales service 

According to Kotler and Keller 2016 (in Alaudin et al, 2022) the services provided by sellers to post-purchase buyers. 
After-sales practices should be in place so that consumers feel comfortable with the products they buy because there may 
be problems if the product is problematic, allowing consumers to use the product longer with the assurance and support 
provided by the seller. 

Dharmmesta and Handoko (in Noeryakin and Eriza, 2022) stated that after-sales service is a benefit offered by businesses 
to customers who have claims or complaints after the transaction ended. The goal is to increase customer loyalty regarding 
its products. Customer satisfaction is also improved through after-sales service. Providing warranty, providing spare parts 
or accessories, routine maintenance or consultation, and repair of spare parts are examples of after-sales service. Other 
research support Tesfaye (2022) states that after-sales service stimulates interest in customer satisfaction; these findings 
contribute to the literature related to after-sales service and has marketing implications for those who use the after-sales 
service component especially and is beneficial for increasing customer satisfaction.  
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1.4 Purchase decision  

(Pasha and Hadibrata, 2019) Describe that the process of deciding on a purchase is where the consumer identifies a product 
through the way it searches and information the product is evaluated or the market is the extent to which the product is 
prioritized and the choice, to determine which product decision is most expected. As a result, the consumer's decision is to 
modify his choice to avoid risk. 

Kotler and Keller in (Supriyatna, 2020) stated that there are 6 indicators of purchasing decisions, namely: (1) Product 
Options, (2) Dealer Options, (3) Brand options, (4) purchase quantity, (5) time of purchase, (6) Payment method. 

Basu Swasta and Hani Handoko in the Journal (Fasha et al., 2022) Purchasing decisions are the suitability of consumer 
behavior which includes needs and wants, information search, evaluation of goods that acquired, purchase decisions, and 
consumer behavior after purchase to satisfy wants and needs  

 Research support by Rosyidah (2022) makes research on the topic of the influence of marketing in Islam, digital 
marketing, brand image on consumer satisfaction intermediated by purchasing decisions with the results of a positive and 
significant correlation on consumer satisfaction variables through purchase decisions. 

 Research support conducted by Pramesti et al., (2022) on the topic of the effect of after-sales service, price and promotion 
on consumer purchasing decisions, with the conclusion that there is a correlation and positive influence and significant on 
the variables studied. 

1.5 Customer Satisfaction  

Caddote, Woodruff & Jenkins in Tjiptono and Chandra (2019) explained that customer satisfaction arises from customer 
feelings after assessing the results of the product experience used. 

Kotler and Keller in the journal (Anwar et al., 2022) customer satisfaction is defined as a sense of happiness or joy in 
individuals obtained in performance comparison with results obtained through comparison a product or service with a 
standard of excellence. 

According to Sahir, et al (2020: 27) customer satisfaction indicators are experience, price, service, quality, other research 
support by Fitri (2022). With the topic of analyzing the effect of service quality, Brand equity and Product Quality on 
consumer satisfaction with the results of all variables positively and significantly both partially as well as simultaneous. 

 Other research support by Febriana et al., (2022). That product quality affects consumer satisfaction positively and 
significantly. 

2. Conceptual Framework 

The quality of products, quality of service, level of behavior and emotions, price, cost, convenience, personal experience, 
experience of others, promotions or advertisements, that the company offers have an impact on positive customer 
satisfaction (Indrasari, 2019). In this scenario, the customer will evaluate the good and bad qualities of the company based 
on the goods and services it sells to customers. Consumers are also very critical to compare the performance of one 
company with another. 

As an explanation of the schematic of the elaboration of the topic of the problem under study, so that the author makes a 
pattern of relationships between these variables such as elements forming intervening variables (mediation), independent 
and dependent determined to see the correlation part of the relationship presented systematically and conceptually in order 
to obtain a deeper study. Where reflected from the sources of literature review and previous research so that researchers 
formulate a conceptual framework with an illustration:  
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3. Hypothesis 

According to Sugiyono (2018), the formula of research problems is sometimes carried out in the form of statements and 
questions because hypotheses are tentative statements or solutions intended for the formation of research problems.  

In the discussion of this research, the tendency to concentrate on research and observation contains about:  

1. It is suspected that there is a positive influence of brand equity on customer satisfaction (H1) 

2. It is suspected that there is a positive influence of brand equity on purchasing decisions (H2) 

3. It is suspected that there is a positive influence of brand equity on customer satisfaction through consumer purchase 
decisions (H3) 

4. It is suspected that there is a positive influence of product quality on customer satisfaction (H4) 

5. It is suspected that there is no positive influence of product quality on customer satisfaction (H5) 

6. It is suspected that there is a positive influence of product quality on customer satisfaction through consumer 
purchase decisions (H6) 

7. It is suspected that there is no positive influence of a product quality on customer satisfaction through consumer 
purchase decisions (H7) 

8. It is suspected that there is a positive influence of after-sales service on customer satisfaction (H8) 

9. It is suspected that there is no positive effect of after-sales service on customer satisfaction (H9) 

10. It is suspected that there is a positive influence of after-sales service on customer satisfaction through consumer 
purchase decisions (H10) 

11. It is suspected that there is a positive effect of customer satisfaction on purchasing decisions (H11) 

12. It is suspected that there is no positive effect of customer satisfaction on purchasing decisions (H12) 

III. RESEARCH METHODS 

A quantitative approach was applied in this study. According to Sugiyono (2015: 8), quantitative methods are research 
strategies based on positivism ideology applied to population distribution or specific samples, data collection techniques are 
carried out with quantitative/statistical research tools. The quantitative approach seeks to test against presumptions. The 
quantitative approach takes the form of numerical results obtained from measurements made using scales for research 
variables. 

 Comparative research methodology was also used in this study. According to Sugiyono (2015: 36), there are one or more 
variables in two or several separate samples compared using comparative research strategies.  

Figure 1. Thinking Paradigm Diagram 
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3.1 Research design 

In research design using explanatory model design because to find and measure the influence of relationships between 
research variables so as to analyze causal relationships between these variables in order to know the impact that each 
variable has. Where the design typology is survey design and case studies. While the experimental design was not studied in 
this study. As expressed by Sugiyono (2018) "The research design must be certain, clear and detailed, determined precisely 
from the beginning, being a step-by-step guide"  

3.2 Population and Sample 

For the sample method taken (Kuntjojo, 2009) using the non-random sampling sample method (Non probability sampling) 
and the selection method to be taken using the purposive sampling method. Using information and certain types of variable 
decisions, a non-random sample is obtained. (Indriantoro and Supomo, 2014) 

Respondents who are the target of the survey are companies with a history of frequency of purchase transactions and 
previous use of machine tools and spare parts from specialized companies, specialist products are criteria or characteristics 
of the samples used in this study, and in this study have special characteristics as information. The population number can be 
tracing, but it is not entirely precise considering that from the number of circulating populations, some are no longer active. 

3.3 Analysis Tools. 

The Lemeshow Formula Formula is then applied to determine the number of samples in this study: (Riyanto &; 

Hatmawan, 2020). Using Sample size 2.0 software   and Formula   𝑛 =
 ( )

 

Based on the above formula and calculation, it produces a minimum sample of 151 and will be rounded to 150 samples.  

 Analysis results the results of the questionnaire in the form of a likert scale from respondents were processed using 
SmartPLS flatform software. The survey was conducted to more than 150 people and there were 25 correlation and 
influence questions between variables. In this case, the SmartPLS software platform runs based on PLS calculations-
algorithms that will automatically calculate the outer model (evaluation of measurement models), so that it is determined 
how much correlation indicators with factor or latent variables. 

 3.4 Time Period and Place 

1. Research time 

The time carried out by the researcher at the time of issuance of permission from the study in a period of less than 3 
months which contained 1 month of primary data collection in the field combined with secondary data If any, then 1 
month for data processing, and 1 month for data analysis and conclusion combined with guidance from the 
university supervisor.  

2. Place of study 

The end consumer environment as well as the users and connectors of products that have been marketed in this case 
PTA as a distributor company. 

3.5 Instruments, Techniques, Measurement scales, Types of Research 

1.  The research instrument made a questionnaire in the form of a questionnaire through Google Forms by making 
several statements related to the dependent variable. 

2. The type of research to be carried out is correlation (relationship) and experimental (cause and effect) research.  

3.  Fundamental measurement scale with Likert scale questionnaire method using Google Forms with values: 

Value 1 strongly disagree, Value 2 disagree,  

 Value 3 is neutral, Value 4 agrees, and Value 5 strongly agrees 
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3.6 Modeling Test  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Structure PLS Outer Loading 

IV. RESULTS AND DISCUSSION 

4.1 Research results 

 Smart PLS calculations on questionnaires with 25 questions distributed to respondents are: 

Step 1 : 

1. Convergent Validity  

 The reliability of a construct is high so that it can be validated so that the relationship between latent variables and 
indicators can be fulfilled.  
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A. Outer Loadings evaluation 

 

Figure 3. Table of Outer Loading 

In table 12. obtained outer loading evaluation with an average value above > 0.70 means that this value has met 
the convergent validity prerequisites that have been determined so that it is considered feasible and valid for 
research. 

B. Factor Loading - Construct Reliability and Validity 

 

 

 

 

 

 

 

 

Figure 4. Table of Loading Factor 

Table 13 explains that the AVE Indicator also above (λ) Lamda > 0.50 indicates a diversity of constructs and 
conditions for achieving discriminant validity. So, it has good reliability.  
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2. Discriminant Validity 

 Describes the extent to which the construct under study differs from other constructs or indicates a certain 
uniqueness.  

A. Fornell-Larcker Criterion 

 

Figure 5. Table of Results Fornell- Larcker Criteria 

Parameter The square root value of the construct > the correlation value between constructs and other constructs 

B. Cross Loading 
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Figure 6. Table of correlation of the construct with the item must be greater than the other construct and the value > 0.7 
(Ghozali and Latan, 2015) 

C. Heterotrait-Monotrait Ratio (HTMT) 

 

 

 

 

 

 

Figure 7. Table of Heterotrait-Monotraite Ratio 

Based on the principle that each indicator should have a close correlation with its construct, the purpose of 
discriminant validity is to determine whether a particular reflective indicator is indeed a useful gauge for its 
construct. (Ghozali &; Latan, 2015). It is called good discriminant validity if the value of a construction < 
0.90 

3. Internal Consistency Reliability (Cronbach's Alpha, and Composite   

   Reliability) 

 

 

 

 

 

 

 

Figure 8. Table of Parameter result > 0.70 

In Figure 8. Table explained to stated that the level of ability of indicators to measure their latent constructs (Memon et al., 
2017). Reliability indicators intend to assess the extent to which indicators of measurement of latent variables reliably or 
not, which are assessed from composite reliability between 0.60 – 0.70 are acceptable in explanatory research (Sarstedt et 
al., 2017) and between 0.70 – 0.95 between representing a satisfactory level of reliability or reliability well (Hair et al., 
2021). Cronbach's alpha value is above 0.70 (Ghozali & Latan, 2015). Also called the undimensionality test is to give 
confidence that there are no more distortions and deviations in measurements. Cronbach's alpha testing consistency of 
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respondents in answering statements and questions. Rho A value: >0.7 (Vinzi, Trinchera, & Amato, 2010). Composite 
Reliability: >0.6 if exploratory research type. (Bagozzi and Yi, 1988; Chin & Dibbern, 2010) and 0.7 confirmatory 
research. 

Stage 2.  

Structural Model Evaluation inner model. 

At this stage analyze the extent of the relationship between latent constructs / variables (exogenous and endogenous 
relationships). 

A. Variance Inflation Factor 

 Collinearity is a term to describe a correlation between latent variables in a model, the predictive power of which is 
unreliable and unstable.  

 

 

 

 

 

Figure 9. Table of Inner VIF value < 5 

 

B. R-Square Testing 

 Evaluation of determinant correlation R2 obtained the following values: 

 

 

 

 

Figure 10. Table of R Square   

Considered models with substantially strong model values. The R-squared value (R2) is used to measure how much 
influence a particular exogenous latent variable has on endogenous latent variables. (R2 >0.67) 

C. Q Square Testing 

Run in Blindfolding obtained the following values: 

 

 

 

 

 

Figure 11. Table of Q Square 
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 A Q2 value of > 0 indicates that the model has a very accurate level of predictive relevance with respect to the current 
construction, while a Q2 value of < 0 indicates that the model has only a moderate or weak level of predictive relevance 
(Sarstedt et al., 2017) 

Stage 3. 

 Test the hypothesis 

Path Coefficients (Inner Model) - Mean, STDEV, T-Values, P-Values (Running Bootstrapping) 

 

 

 

 

 

 

 

 

 

 

 

Figure 12. Table of Path Coefficients  

Figure 12 explain about Result of hypothesis that was built from inner structural model base on variable and 
phenomenon correlation between variable measured. All T value and P value are within target specification and 
significant positive impact. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 13. Structural model (Inner Model/Path Coefficient) T Statistics 
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D. Evaluate Effect Size (f2) 

 

 

 

 

 

Tabel 13. F square 

Apart from the assessment of the absence of a significant relationship between variables, it is also necessary to 
assess how much influence between variables with Effect Size or f-square (Wong, 2013). 

To answer the hypothesis under study, it is summarized into a summary of analysis as follows: 

The first hypothesis can be accepted, Brand equity has a positive effect (on the flow of path coefficient: 0.260) and 
significant (P Values is 0.001 < 0.05) on customer satisfaction.  

The second hypothesis is stated to be accepted, Brand equity has a positive effect (on the flow coefficient: 0.419) and 
significant (P-Values 0.000 <0.05), on the Purchase decision.  

The third hypothesis is stated to be accepted, Brand equity has a positive effect (on the flow coefficient: 0.103), and 
significant with (P-Values 0.025<0.05) on customer satisfaction through Purchase decision. 

The fourth hypothesis is stated to be accepted, Product quality has a positive effect (on the flow coefficient: 0.266 and 
and significant (P -Values 0.000 <0.05), on customer satisfaction.  

The fifth hypothesis was rejected, because the fourth hypothesis had been accepted. 

The sixth hypothesis is accepted, Product quality has a positive (on the flow coefficient: 0.059) and significant (P-
Values 0.047>0.05) on customer satisfaction through purchasing decisions.  

The seventh hypothesis was rejected, because the sixth hypothesis had been accepted.   

The eighth hypothesis is accepted, After Sales Service has a positive effect (on the flow coefficient: 0.182) and 
significant (P-Values 0.011 <0.05), on customer satisfaction.   

The ninth hypothesis is rejected, since the eighth hypothesis is accepted. 

The tenth hypothesis is accepted, After Sales Service has a positive (on the flow coefficient: 0.060) and significant (P-
Values 0.044>0.05) on customer satisfaction through purchase decisions. 

The eleventh hypothesis is accepted, Customer satisfaction has a positive effect (on the flow coefficient of 0.246) and 
significant (P-Values 0.006 <0.05) on Purchase decisions. 

The twelfth hypothesis was rejected, because the eleventh hypothesis had been accepted.   

4.2 Research Discussion  

a. The effect of brand equity on customer satisfaction and the effect of customer satisfaction equity through 
purchasing decisions. The results of the hypothesis through respondents' analysis of this variable have a 
significant positive correlation and affect customer satisfaction and purchase decisions. P Values 0.001and T-
values 3.280 on X1 Y, and P-Values 0.000 and T-values 5.055 on X1 Z  

b. The effect of product quality on customer satisfaction and the effect of product quality on customer satisfaction 
through consumer purchasing decisions. 

Referring to the hypothesis studied, it also has a positive correlation analysis and significantly affects customer 
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satisfaction and purchase decisions. P Values 0.000 and T-values 3,847 on X2Y. And P-Values 0.006 and T-
values 2,770 on X2 Z   

c. The effect of after-sales service on customer satisfaction and the effect of after-sales service on customer 
satisfaction through consumer purchasing decisions. 

 The hypothesis built on this variable is that the after-sales service variable has a positive correlation analysis and 
significantly affects customer satisfaction and purchase decisions.  P Values 0.0 11 and T-values 2.546 on 
X3Y.  

P-Values 0.001 and T-values 3.425 on X3Z.  

d. The effect of customer satisfaction on purchasing decisions 

In this formulated hypothesis, a positive and significant relationship is obtained and is able to influence both of 
them. P values 0.0 06 and T-values 2.764 on Z Y. 

V. CONCLUSIONS AND ADVICE 

5.1 Conclusion 

After the research is carried out based on the formulation and purpose of the problem that occurs and the relevance of the 
variables studied by collecting questionnaire results from customers and PTA so that it is consolidated with the topic 
under discussion, one conclusion is obtained that there is a positive relationship and significant correlation based on the 
hypothesis that has been discussed. This phenomenon is based on the findings of the Net Promoter score which several 
variables expressed are related to research. The customer satisfaction index through this tool and trending data increased 
even though it did not reach the target expected by the company. All variables have an effect and are significant on 
exogenous variables and endogenous variables. 

5.2 Advice 

In conducting this research, the author realizes that there are still limitations and shortcomings that need to be developed 
in the future, to that extent this research can at least answer from the background of the problems raised. Some 
suggestions to consider are:  

For companies, although all variables affect purchasing decisions and consumer satisfaction, while to increase sales from 
consumers, brand equity is basically the hallmark of the product in the agency, the product must have added value, be 
competitive and be able to expand market share in a growing business environment, especially in various sectors of 
modern sectors that can increase maximum profits for the company. Product quality must be maintained where although 
currently the principal as production is carried out in the center of the USA but in recent years several countries in the 
network have developed production outside of the country of origin with consideration of production time, production 
costs, distribution to the nearest country of demand, regulations of each country, and cheaper raw materials available in 
other countries. This makes a positive impact on the company by reducing production costs, innovation and others but 
still prioritizes the quality standards of international guarantee funds. The hope is that this research can provide 
implications and positive contributions to the progress of the company with internal policies that are able to direct the 
company to be better in the future.  

For academics need to develop and consider other variables that are more comprehensive and their relevance to the 
improvement of Net Promoter Score as an indicator of success in customer service. So as to be able to find out the 
consumer satisfaction index that influences purchasing decisions, other variables that can influence such as: Consumer 
interest in the product purchased, purchasing power, repeat purchases, loyalty, lead time supply, price, experiential 
marketing and others, situational macroeconomic, microeconomic global market and so on. 

For researchers need to find references and data sources for another broader research. So as to be able to enrich 
knowledge and add insight in the field of marketing, of course, with different backgrounds and different types of 
problems for the progress of the company in the future.  
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