
 

60 
 

(E-ISSN 2745-6382)  
 

DOI: doi.org/10.37802/jamb.v2i2.209 
 

Vol. 2, No. 2, December 2021, Page. 60 - 69 

 
 

Customer Loyalty of Kanggo Riko Coffee Shop Sidoarjo 
Noerchoidah1*, Christina Menuk Handayani2, Wahyu Priyanto3 

1,2,3Faculty of Economics and Business, PGRI Adi Buana University Surabaya 
e-mail: noerchoidah@unipasby.ac.id1 

* Corresponding Author: E-mail: noerchoidah@unipasby.ac.id 
 

 
Introduction  

The current business developments have caused very tight competition between 
various companies. Events force market participants to act quickly in determining and 
implementing competitive strategies to survive in the market. Today every organization 
must be obligated to be customer-oriented because customers are one of the ways for 
companies to win the competition in the market [9]. Competition between companies 
that produce similar products or services is increasingly competitive. This condition 
requires companies to create opportunities and be able to meet customer needs in order 
to be able to maintain business sustainability [10]. 

Coffee shops are something that is not foreign to the people of Indonesia. 
Enjoying coffee at a coffee shop has become a way of life for people. The "Kanggo Riko" 
Coffee Shop, located in Sidoarjo, is a business activity that has a homey concept that has 
a variety of drink menus. Based on observations, it was found that there were many 
customer complaints at the "Kanggo Riko" Coffee Shop that affected sales. It is a 
challenge for the "Kanggo Riko" Coffee Shop to increase customers during intense 
competition by making various efforts for satisfaction and building customer loyalty. 
Observing this fact, the "Kanggo Riko" Coffee Shop must be able to increase customer 
loyalty. From this, it is necessary to have a study that can explain what factors are related 
and affect customer loyalty at the "Kanggo Riko" Coffee Shop, especially product prices, 
product diversity, facilities, and locations that affect the level of satisfaction and have a 
relationship with loyalty. customer. Previous research found the existence of the 
product, price, location, and promotion together on customer loyalty at the Manado 
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 This study examines the effect of price, product diversity, 
facilities, and location on customer loyalty at Kedai Kopi Kanggo 
Riko Sidoarjo. A total of 120 customers were used as samples in 
this study with incidental sampling technique. Data were 
analyzed using SPSS software. The results of the study describe a 
significant influence between price and customer loyalty, product 
diversity affects loyalty, facilities affect customer loyalty, location 
affects customer loyalty. Simultaneously price, product diversity, 
facilities, and location affect customer loyalty. These results 
provide evidence that Kedai Kopi Kanggo Riko Sidoarjo can 
increase customer loyalty by emphasizing price factors, product 
diversity, facilities, and location. 

mailto:noerchoidah@unipasby.ac.id1
mailto:noerchoidah@unipasby.ac.id


 

 
61 

 
(E-ISSN 2745-6382)  

 
DOI: doi.org/10.37802/jamb.v2i2.209 
 

Journal of Applied Management and Business (2021) 
 

fresh mart mall [3]. [4] stated that facilities, services, and location have a significant 
positive effect on customer loyalty. 

Customer loyalty means consumer loyalty to shop at certain retail locations 
based on several basics to maintain a competitive advantage also helps attract attention 
and retain loyal consumers [20]. A company must design the right marketing strategy in 
achieving the company's goal of creating customer loyalty. for example, setting the right 
price according to market share and economic conditions of the surrounding community 
can create consumer satisfaction, satisfied consumers can create customer loyalty. 

In creating customer loyalty, companies are required to be able to provide quality 
service and good prices. Argue that price is the amount of money needed to get several 
combinations of products and services [28]. Price is an important factor for customers in 
deciding purchases for customers [11]. 

In addition to price, product diversity is a variation that is owned by a product 
that shows many options available so that it is easier for consumers to get the desired 
product so that consumers do not need to spend time and energy looking for the desired 
product [11]. 

Facilities are one of the customer's considerations in determining the services to 
be purchased. Complete facilities will provide the desired comfort and convenience for 
every customer. Complete facilities affect customer satisfaction and loyalty. 

To get loyal consumers, a supportive or strategic location is needed, good service 
that can make consumers feel satisfied so that later consumers can trust the shopping 
place which will then form a loyalty from consumers. Strategic location placement 
provides efficiency and convenience for consumers to make the purchase process [29]. 

This study was conducted to examine the effect of price, product diversity, 
facilities, and location on customer loyalty at Kedai Kopi Kanggo Riko Sidoarjo. 

 
Research Methods  

This study uses quantitative methods. Primary data is obtained directly from 
respondents through questions/questionnaires by respondents. The population in this 
study were all customers at Kedai Kopi Kanggo Riko Sidoarjo. The size of the sample in 
this study is based on [7], namely the number of indicators multiplied by 5-10 
parameters. So the number of samples used in this study was 20 x 6 = 120 respondents. 
Measurement of respondents' responses using a 5-point Likert scale, namely: 1 = strongly 
disagree - 5 = strongly agree. The sampling technique used the incidental sampling 
technique. The collected questionnaires were processed using SPSS 22.0 software. 

The measuring instrument in this study uses [5], to measure prices with 3 items. 
Example of an item: The price of the product at the Kanggo Riko Coffee Shop is the main 
consideration for buying. 4 items are used to measure product diversity from [12]. 
Examples of items: Products provided by the Kanggo Riko Coffee Shop according to 
customer wishes. Facilities are measured using 3 items from [6]. Item example: The 
parking lot at the Kanggoriko coffee shop is spacious. Location using a measuring tool 
from [25] with 5 items. Item example: I feel that the location of the Kanggo Riko Coffee 
Shop in Sidoarjo is strategic to visit. Customer loyalty uses 5 items from Maimuna (2020). 
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Item example: I feel that the location of the Kanggo Riko Coffee Shop in Sidoarjo is 
strategic to visit. 

 
Result and Discussion 

Literature review and hypotheses development: 
a. Price 

Price is an element of the marketing mix that is flexible which can change at any 
time based on time and place. Price is the amount of money that must be paid to get 
products and services. Prices may vary depending on the product or service being sold. 
Pricing is often a complicated issue for companies because pricing will be a perception 
for consumers, precisely price perceptions for consumers [27]. 
There are several price indicators, namely prices according to the ability of consumers 
to buy, prices according to the products offered, competitive prices when compared to 
other places [5]. 
b. Product Diversity 

Product diversity is a variety of products in terms of completeness of products 
ranging from brands, sizes and quality, and product availability. The variety of products 
that are varied with quality assurance will create expectations for consumer interest to 
consume them to meet the life needs of customers [2]. The development of varied 
products with quality assurance will create expectations for consumer interest to 
consume them to meet the life needs of consumers. 
c. Facility 

Argues that facilities are physical resources that must exist before service is 
offered to consumers [6]. Facilities can also be anything that makes it easier for 
consumers to get satisfaction. Because a form of service cannot be seen, cannot be 
smelled, and cannot be touched, the aspect of physical form becomes important as a 
measure of service. Consumers who want to find comfort during the process of waiting 
for the implementation of services will feel more comfortable if the facilities used by 
customers are made comfortable and attractive. Facilities include cleanliness and 
comfort of the place, security, and parking [15]. 
d. Customer loyalty 

Customer loyalty is a deep lasting customer commitment to re-subscribe or re-
purchase selected products or services consistently in the future [16]. States that 
customer loyalty includes customers who want to subscribe in the long term, buy 
repeatedly in the same place, voluntarily recommend products to others, pay more 
loyalty, namely customer loyalty to return to transactions to use products, and services 
that have been used by customers. These consumers with greater sacrifice, advocacy 
loyalty, namely the attitude of customers who provide recommendations to others to 
repurchase products or services. 
e. Price on Customer Loyalty 

Price is one of the important elements for companies to make a profit [24]. The 
fairness of the price set by the company can affect the customer's intention to buy goods 
or services. The fairness of the price can affect the perception of being a loyal customer. 
Customers often want quality products or services at affordable prices and easy to 
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obtain. The right price can affect customer satisfaction and encourage repeat purchases 
of products or services. Customers who have a positive perception will feel satisfied, on 
the contrary, if the customer has a negative perception then they will not repurchase the 
product or service. Found that price had a significant effect on customer loyalty. Based 
on this description, the hypothesis is as follows [18]; [8]. 

H1 : Price affects Customer Loyalty 
Product Diversity on Customer Loyalty: Product diversity is a collection of 

various products that are sold at affordable prices. The availability of a variety of 
products will attract more customers to visit the place and make purchases because of 
the wide variety of products sold [12]. The diversity of products with various kinds, 
shapes, and sizes can create customer loyalty. The existence of product diversity will 
affect customer perceptions to decide to repurchase or not. Customer loyalty can be done 
by providing a variety of products to meet their needs and desires to create customer 
satisfaction [1]. Research results, states that there is an effect of product with loyalty [3]. 
Based on this explanation, the hypothesis is formulated as follows: 

H2: Product diversity affects customer loyalty 
Facilities on Customer Loyalty: One of the factors that influence customer loyalty 

is the facility. Facilities in the form of physical equipment aim to provide convenience 
for customers to shop for goods or services [9]. Adequate facilities are needed to provide 
customer satisfaction directly to meet various needs [23]. More facilities provided to 
customers will be able to provide satisfaction and ultimately build customer loyalty. This 
is following the findings of [4], which states that facilities affect loyalty. 

H3: Facilities affect Customer Loyalty 
  Location on Customer Loyalty: The selection of the location to be used must 
receive special attention by the company because it is wrong to choose the location and 
type of distribution used, customer satisfaction will be difficult to achieve so that 
customers will not be loyal. Location determines the success of service because it is 
closely related to the potential market [13]. Furthermore, the place strategy ensures that 
customers receive their purchases in the right quantities at the right time and the right 
place. Establish an effective location strategy that is easily accessible so that consumers 
feel satisfied and loyal to the company [11]. 

The results of research, found that location has a significant effect on customer 
loyalty [30]. Based on the empirical results above, the hypothesis is as follows: 

H4: Location affects Customer Loyalty 
Price, Product Diversity, Facilities, and Location on Customer Loyalty: Customer 

loyalty is an important element for a company to create business continuity. Customer 
loyalty is a form of customer commitment that is reflected in a positive attitude in repeat 
purchases [23]. Several studies have found such as [18], that the quality of service, 
product, price, and location affect customer loyalty. [4] found that facility, service, and 
location variables had a significant positive effect on customer loyalty. Based on these 
empirical findings, the following hypotheses were formulated: 

H5: Price, Product Diversity, Facilities, and Location to Customer Loyalty 
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Result and Discussion: An instrument is declared valid if r count > r table, if the 
value of r count r table then the result is declared invalid. The research instrument can 
be said to be reliable if the Cronbach's alpha value is > 0.6. 

 
Table 1 Validity and Reliability Results 

Variable Description Rbobot Rtable Cronbach’s 
Alpha 

Criteria 

Price(X1) X1.1 0.850 0.179 0.923 0.6 
X1.2 0.867 0.179 
X1.3 0.856 0.179 

Product 
Diversity 

(X2) 

X2.1 0.744 0.179 0.904 0.6 
X2.2 0.774 0.179 
X2.3 0.837 0.179 
X2.4 0.775 0.179 

Facility 
(X3) 

X3.1 0.877 0.179 0.894 0.6 
X3.2 0.857 0.179 
X3.3 0.897 0.179 

Location 
(X4) 

X4.1 0.695 0.179 0.920 0.6 
X4.2 0.796 0.179 
X4.3 0.830 0.179 
X4.4 0.801 0.179 
X4.5 0.732 0.179 

Customer 
Loyalty 
(Y) 

Y1 0.511 0.179 0.906 0.6 
Y2 0.746 0.179 
Y3 0.749 0.179 
Y4 0.841 0.179 
Y5 0.826 0.179 
(Source : SPSS Output (Processed Data)) 

 
Table 1 shows that all items from all variables are known to get an rcount value 

of more than rtable (rcount > rtable), so it can be concluded that the research instrument 
used is valid. In the price variable, product diversity, facilities, location and customer 
loyalty, Cronbach's alpha value is greater than 0.6. It can be concluded that the research 
instrument is reliable. 

Hypothesis test 
1. Partial Test (t-Test) 

The t-test is used to show how much influence one independent variable has 
individually in explaining the variation in the dependent variable. In testing the validity 
of the expected sig value is less than 0.05 then the hypothesis is accepted. On the other 
hand, the sig value is greater than 0.05, so the hypothesis is rejected. 

 
Table 2 Hypothesis t Test Results 

Variable t Sig. criteria 
Price (X1) 3,354 0,001 Significant 
Product Diversity (X2) 2,384 0,019 Significant 
Facility (X3) 2,205 0,029 Significant 
Location (X4) 3,298 0,001 Significant 
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Variable t Sig. criteria 
Dependent variable: Customer loyalty 

(Source: Processed Data) 
 

2. Simultaneous Test (F Test) 
The F test was conducted to test the suitability of the multiple regression model 

that has been carried out to test the significance of the simultaneous effect between price 
(X1), product diversity (X2), facilities (X3), and location (X4) on customer loyalty (Y). If 
the expected sig value is less than 0.05 then the hypothesis is accepted. On the other 
hand, the sig value is greater than 0.05, so the hypothesis is rejected. 

 
Table 3 F Test Result 

Model F Sig. Criteria 
1 44.306 0.000 Significant 

Dependent variable: Customer Loyalty 
(Source: SPSS Processed Data) 

 
Table 2 it can be explained the results of the H1 test with a sig value. less than 

0.05 (0.001 < 0.05) this indicates that the price has a significant effect on customer loyalty. 
These results indicate that H1 is accepted, meaning that there is a positive and significant 
effect of price on customer loyalty. This result reflects that the better the price offered by 
the Kanggo Riko Coffee Shop, Sidoarjo, the higher customer loyalty. Appropriate pricing 
to create customer loyalty. The price set by the Kanggo Riko Sidoarjo Coffee Shop is by 
the capabilities and needs of the customer. It is proven by the answers of respondents 
who buy products at the Kanggo Riko Coffee Shop Sidoarjo twice a week. The results of 
this study are in line with the research of Sugiarsih Duki Saputri (2019) which proves 
that price affects customer loyalty. This proves that the right price given by the company 
will increase customer loyalty to the company. A good price is balanced with good 
product quality, so customers will be more loyal to the company. 

Furthermore, the results of H2 show the value of sig. less than 0.05 (0.019 <0.05) 
this means that product diversity has a significant effect on customer loyalty. It can be 
said that the second hypothesis (H2) proposed is accepted. These results explain that the 
more varied the products offered, the higher customer loyalty at the Kanggo Riko Coffee 
Shop Sidoarjo. The variety of products created by the Kanggo Riko Coffee shop is in 
accordance with the needs or desires of customers so that they are able to attract the 
attention of customers to make repeat purchases. The results of this study strengthen the 
findings of Rohmawati (2018) that the variety of available products can attract 
consumers and make consumers loyal to the "Kanggo Riko" Coffee Shop. 

While the results of H3 that facilities affect customer loyalty at the Kanggo Riko 
Coffee Shop Sidoarjo are shown by the value of sig. less than 0.05 (0.029 < 0.05). It means 
that it can be concluded that the third hypothesis (H3) is accepted, meaning that the 
better the facilities provided, the higher the customer loyalty at Kedai Kopi Kanggo Riko 
Sidoarjo. The facilities provided at the Kanggo Riko Coffee Shop Sidoarjo are a clean and 
comfortable place, good security, and a large parking space. Facilities are one of the 
important elements to support comfort for customers. Facilities are one of the customer's 
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considerations in determining the services to be purchased. Adequate facilities will 
provide comfort for every customer. The results of this study are supported by [14], that 
facilities have a positive and significant effect on customer loyalty at Cafe Zybrick Coffee 
& Cantina. 

Furthermore, the results of H4 are known to have sig values. less than 0.05 (0.001 
< 0.05). This shows that location has a significant effect on customer loyalty, meaning H4 
is accepted. It can be said that the more strategic the location of the Kanggo Riko Sidoarjo 
Coffee Shop, the more customer loyalty will be. The location determination carried out 
by the Kanggo Riko Sidoarjo Coffee Shop is a determining element of customer 
satisfaction, an easy-to-access location results in high consumer satisfaction, strategic 
location selection provides efficiency and convenience for consumers to make the 
purchase process [29]. The results of this study are supported by previous research from 
[30] that a strategic location can affect customer loyalty. 

Based on Table 3, it is known that the value of sig. less than 0.05 (0.000 < 0.05), it 
can be concluded that the fifth hypothesis (H5) is accepted. This means that with a good 
price, product diversity, facilities, and location, customer loyalty at Kedai Kopi Kanggo 
Riko Sidoarjo is getting better. The better customer loyalty, the more customers will want 
to subscribe in the long term, buy repeatedly in the same place, voluntarily recommend 
products to others to repurchase products or services. 

 
Table 4 F Test Result 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 ,676 ,457 ,439 4,30200 
a. Predictors: (Constant), Price, Product Diversity, Facilities, and Location 
b. Dependent Variable: Customer Loyalty 

(Source: SPSS Processed Data) 
 

Based on the results in Table 4, it is known that the coefficient of determination 
is 0.457, meaning that the variables of price, product diversity, facilities, and location 
influence customer loyalty at the Kanggo Riko Coffee Shop Sidoarjo by 45.10%. As for 
54.90% influenced by other variables not contained in this study. 
 
Conclusion 

Based on the results of research and discussion, it can be concluded that based 
on the results of the t-test on multiple regression, it shows that each variable price, 
product diversity, facilities, and location have a significant effect on customer loyalty at 
Kedai Kopi Kanggo Riko Sidoarjo. This means that hypotheses 1, 2, 3, and 4 are accepted. 
Furthermore, the results of the F test prove that simultaneously price, product diversity, 
facilities, and location have a significant effect on customer loyalty at Kedai Kopi Kanggo 
Riko Sidoarjo. This means that hypothesis 5 is accepted. 

This study has a limited number of samples that are only found in the Sidoarjo 
area so it cannot generalize to other areas. For future research, it is better to add a 
mediating variable of customer satisfaction. This is intended to create loyalty, the 
customer must feel satisfaction first. 
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