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20 1.INTRODUCTION 
21 
22 Developmentsinthisdayandage,technologycanchangetheenvironment.An 
23 environmentthat makeseveryone needtechnologicaltoolsthat help makeit easierforthem 
24 tocarryoutalltheirdailyactivities.Technologycanbeinterpretedasequipmentthatcanmake 
25 someonedoallactivities more easily.For this reason,in today's development,technologycan 
26 changeathoughtwithconsumerbehaviorpatterns.Oneofthetechnologiescurrentlyneeded 
27 in people'slivesiswatches[1]. Nowadayseverything isdynamic, today'ssociety,especially 

 

The research was conducted with the aim of analyzing the influence of performance, 
durability, perceived quality, price and product innovation on online customer loyalty of 
CasiowatchproductsinCimahiCity.Theresearchinstrumenthasgonethroughthevalidity and 
reliability testing stages, classical assumption testing and multiple regression testing. This 
instrument was used as a data collection tool from respondents aged at least 17-40 
yearswhohadpurchasedCasiowatches,whichweretheobjectsassessedinthisresearch, 
butonlythosepurchasedonline.Thenumberofrespondentsinthisstudywas120people. The 
analytical tool used to test the data instrument is SPSS version 29 software. The 
noveltyinthisresearchistheobjectanditslocus.Thelimitationofthisresearchisthatonly 
3 of the 8 dimensions of product quality are taken, namely performance, durability, 
perceived quality and the locus is only in the city of Cimahi, perhaps in other cities the 
results will be different. The findings of this research explain that performance, durability, 
perceived quality do not have a positive effect on customer loyalty. However, price and 
perceived quality have a positive effect on customer loyalty. Meanwhile, the number of 
samples,samplingtechniquesanddataanalysistechniquescanbeadjustedtotheobjects 
assessed by previous researchers. It is also hoped that the results of this research will be 
useful for managers of objects being assessed regarding the design of relevant strategies 
or programs. Of the six hypotheses, only two are accepted: price and product innovation 
have a positif influence on customer loyalty. 



 

 

28 youngpeople(GenZ)whoalwaysfollowthecurrentlifestyleoralsoknownaslifestyle,oneof 
29 whichisawatch[2].Atthistime,watchesare notonlyusedasanecessity, butalsousedas 
30 fashionthatcanreflectthecharacteristicsofapersoninsocialstatus[3]. 
31 Salesarebusinessactivitiesthatarecarriedoutwiththeaimofmakingaprofit 

32 andiningabusiness.E-Commerceasadigital-basedsalesmediumencouragesconsumers 
33 toshopandmakesiteasierforsellerstomarkettheirproducts.Onlinesalesmediautilizes 
34 theInternettointroduce,offer,sellandbuyproducts.Onlinesellingmediaaccelerates 
35 processingtimeandcanreducetheriskofhumanerrorsothatinitsoperationalactivities, 
36 salescanbecarriedouteffectivelyandefficiently[4].Italsomakesiteasierforconsumersto 
37 shopwithouthavingtocomedirectlytothestore[5].Theroleofsocialmediaintoday'sage 

38 ofglobalizationisveryimportantinimprovingbusinessperformance.Socialmediaisvery 
39 influentialinsmallthatcanchangetheinteractionbetweenbuyersandconsumers,aswellas 
40 theway tomarketproductsorserviceseasily,effectively andefficientlytocustomersaimed 
41 atincreasingprofitsandproductivity[6]. 
42 Thecentralstatisticalbody(BPS)assemblestheclockandthewatchorthewatch 
43 anditscomponents.Overthepastsixyears,importshavebeenmuchhigherthanexports. 

44 ThelatestdatainJuly2023showedthattheexportweightofthewatchreached17thousand 
45 kilograms(kg).ThevaluereachedUS$1.43millionorRs22.6billion(assumingtheexchange 
46 rateofUS$15.703perUS$).Whiletheimportweightreached1.13millionkg.Thevalueis 
47 muchlarger,US$28.6millionorUS$449.17billion.TheJuly2023importtrendisactually 
48 countingprettybig.Newaccessthishalf-yearbeatimportsthroughout2022.Lastyear, 
49 importsweighedonly897thousandkilograms,butexportsweremuchlarger,35thousandkg 

50 [7]. 
51 Indonesianwatcheshaveawidevarietyofbrandsrangingfrom localfactoryproduced 
52 watchesaswellasdirectlyimportedfromabroadstartingfromCasio,G-Shock,SwissArmy, 
53 Expedition,AlexandreChristieandothers[8].Eachoftheseproductsofcoursehassome 
54 advantagesanddisadvantagesthatcanmakecustomerswanttobuytheproduct,ranging 

55 fromquality,priceandproductinnovation[3].CasioisawatchbrandfromShibuyaCity,Tokyo, 
56 Japanfoundedin1946andin1957releasedtheworld'sfirstcalculator [9].Accordingtodata 
57 takenfromthetopbrandindexforthewatchcategory,itcanbeseenthatCasiowatchessaw 
58 a1.1%declineinsalesintheperiod2022-2023.DatafromitsTopBrandIndexareasfollows: 
59 
60 Chart1TopBrandIndexWatchesCategory 

 

Brand 
TBI 

2019 
TBI 

2020 
TBI 

2021 
TBI 

2022 
TBI 

2023 

G-Shock 27.70 28.50 22.10 24.70 26.00 

Casio 23.00 22.70 18.50 20.00 18.90 

Alba 7.50 8.40 10.30 9.70 9.70 

Swatch 6.50 7.50 6.40 6.80 5.40 

SwissArmy 6.10 6.50 6.10 6.30 7.00 

61 Source:TopBrandIndex(2023) 
62 
63 SeeingonthebasisofthemeasurementoftheTopBrandIndexthereare3indicators, 
64 wheretheproblemspresentinthisstudyincludeinthecommitmentsharewhichcanbe 
65 understoodthatthepowerofthebrandinencouragingconsumerstore-buyinthefuture.Then 
66 nexttomeasure3parametersofthetopbrandindexthereisaproblemofthisresearch 
67 includedintothefutureintentionthatindicatestheintentionoftheconsumertobuy againto 
68 use/consumeagaininthecomingtime. 
69 Inadditiontotheabovedatasources,therearedatafromGoogleTrends(2023)also 
70 indicateadeclineinpurchasinginterestinCasiobrandwatchproducts.Itcanbeseenthatin 
71 October2022Casioexperiencedafairlygoodimprovementthatreachesatthefigure100, 
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butattheendofOctober2023Casio watchesexperiencedadecreasetothefigure67%can be 
viewed through the Google Trend chart below: 

Images1.1DataGoogleTrendsCasioCategory 
 

Source:GoogleTrends(2023) 
 

Based on data from topbrand index and GoogleTrends above,can indicate there is a 
problemthat there has been a decline in customer loyalty to Casio brand watch products up 
to the period of October 28, 2023. 

Based onthe results of partialanalysis it is knownthat productqualityhas a positive 
influence oncustomerloyalty[1]. Theinfluence ofproductqualityvariablesoncustomerloyalty is 
Marck's powder [10]. For previous research also stated that product quality has a positive 
influence on customer loyalty of glass tea beverage products [11]. [12] also stated that 
customer loyalty is influenced by product quality. Dimensions of product quality i.e. 
performance and durability have a positive impact on customer loyaltyin Decranesda Batam 
[13]. With reference to the findings above that the better product quality the better customer 
loyalty. 

The result of the analysis is known that price affects customer loyalty because the 
product quality corresponds to the price offered [1]. Previous research also stated that the 
pricehas apositive influence onthecustomer loyaltyof theHonda Scoopymotorcycle inthe 
cityof Rantauprapat [14]. Byreferencetotheresultsof suchfindingscanbeexplainedthat if 
thepriceofferedcorresponds totheproduct qualityreceived bythe customer, themoreloyal the 
customer. 

Theresultsof theanalysis showthat there is asignificant influence between product 
innovation on customer loyalty [15]. The findings are also supported by the findings of [16] 
whichstatedthattherearepositiveandsignificantinfluencesbetweenproductinnovationsof the 
brand Toyota Calya in Bogor district and Bekasi on client loyalty. Other research results 
showthatproductinnovationhasapositiveandsignificantimpactoncustomerloyaltyGo-jek [17]. 
Thus, the higher the product innovation, the higher the customer loyalty. 

Theselection of Casio watch products in CimahiCityas an object to be evaluated in 
the research is what distinguishes from previous research that great hope can contribute to 
thedevelopmentofmarketingscience of watchproducts.Thisresearchhassomelimitations of 
resources, such as time, mind and effort that can affect the ability to gather accurate data or 
interpretation of the results of the research and the selection of dimensions of product 
qualitythat are onlythree: performance,durabilityand perceived qualityandalso restrictions 
onlypurchasethroughonlineonly.Theresearchisalsointendedtotestproductquality,price, and 
product innovation against customer loyalty products Casio watches. Thus, the study is titled 
the influence of performance, durability, perceved quality, prices, and products 
innovationoncustomerloyalityofCasiobrandwatchespurchasedonlineinthecityofCimahi. 



 

 

114 2.MATERIALANDMETHODS/EXPERIMENTALDETAILS/METHODOLOGY 
115 

116 2.1. Productquality 
117 Productqualityissomethingthatneedstogetspecialattentionfromthecompanyor 
118 producer,givenproductqualityhasaprettycloserelationshipwiththeproblemofcustomer 

119 satisfaction,whichisthepurposeofthemarketingactivitiescarriedoutbyacompany[18]. 
120 Accordingto[19],thereareeightdimensionsofproductqualityconsistingofperformance, 
121 features,reliability,compliancewithspecifications,durability,serviceability,aesthetic, 
122 perceivedquality. 
123 2.1.1 Performance 
124 Performanceistheoperatingcharacteristicofthecoreproductpurchased,the 

125 performanceofaproductthatbenefitsconsumerssothatconsumerscanbenefitfromthe 
126 productusedinthepastforproductqualityindicatorsonperformancedimensions. 
127 2.1.2 Durability 
128 Durabilityistheabilityoftheproducttoperformitsfunctionswell.Durabilityis 
129 measuredbyhowlongtheproductcanbeusedandcanbeinterpretedasameasureofthe 
130 expectedoperatingageoftheproductsinnormalconditions. 
131 2.1.3 Perceivedquality 
132 isthecustomer'sperceptionoftheoverallqualityorsuperiorityofaproductorservice 
133 comparedtoanalternativeobjectivethathasbeenestablishedandcanbemeasuredbyhigh 
134 quality,superiorproductandverygoodquality[19]. 
135 2.2. Price 
136 Priceisallformsoffinancialcoststhataresacrificedbyacustomer toown,acquire, 
137 anduseanumber of combinations of productsandservicesof acommodity[1].Priceis one 
138 oftheimportantcomponentsofaproduct,becauseitwillinfluencethedecisiontobuya 
139 product[20].Accordingto[21]therearefourindicatorsthatcharacterizeprice:price 
140 affordability,priceconformitywithproductquality,pricecompatibilitywithbenefitsandprice 
141 accordingtopriceabilityorcompetitiveness. 
142 2.3. Productinnovation 
143 Innovationisabreakthroughassociatedwithanewproduct.Innovationcanalsobe 
144 seenasamanufacturer'smechanismtobeabletoadapttoadynamicenvironment[1]. 
145 Accordingto[16]therearefiveindicatorstomeasureproductinnovationdifferentkindsof 
146 product,productqualityimprovementisalwaysdone,productdesignisalwaysimproved,the 
147 availabilityofsparepartsandmachineperformanceisverygood. 
148 2.4 Customersloyalty 
149 Customerloyaltyisaconsistentlyheldcommitmentbyaconsumertobuyoradvance 
150 aproductorservice,whichcanleadtore-purchaseofthesameproduct,eveniftheconsumer 
151 getsasituationalinfluenceormarketingfromacompetitortoreplaceanotherproduct[1]. 
152 Accordingto[22]loyaltyisastrongloyaltytore-purchaseapreferredproductorservice,even 
153 ifthecircumstancesandeffectsoffuturemarketingeffortsthencausecustomerstoswitch. 
154 AccordingtoTjiptono[19]explainsthatthecustomerloyaltyindicatorcanbemeasuredby 
155 makingre-purchase,recommendingtootherparties,notintendingtomoveandtalkingabout 
156 positivethings. 
157 2.5 TheoreticalFrameworksandHypotheses 
158 Accordingtopreviousresearch,customerloyaltyispositivelyinfluencedbyproduct 
159 quality[1].Supportedbyresearchby[10]and[13].Theabovestatementisusedasabasis 
160 fordeterminingthefirsthypothesisasfollows: 
161 
162 H1:Performancehasapositiveandsignificanteffectoncustomerloyalty 
163 
164 Thedurabilitycanbemeasuredbyhowlongtheproductcanbeusedandcanbe 
165 understoodasameasureoftheexpectedoperatingageoftheproductundernormal 
166 conditions,thisdimensioncanbemetbyseveralindicators,namelythedurabilityindicates 



 

 

167 durabilityduringtheproductisused,consistentlyshowshowfaraproductcanmaintainits 
168 qualityfromtimetotimeandtheabilitytoperformitsfunctionsincludedurability,reliabilityand 
169 easeofoperation[19]. 
170 Dimensionsofproductquality,namelydurability,positivelyaffectcustomerloyalty 

171 [13].Supportedbyresearchfrom[12]statedthatdurabilityaffectscustomerloyaltyatD’besto 
172 BranchCaringinBogor.Theabovestatementisusedasthebasisforthedeterminationofthe 
173 followinghypothesis: 
174 
175 H2:Durabilityhasapositiveandsignificantinfluenceoncustomerloyalty 
176 

177 Perceivedqualityisthecustomer'sperceptionoftheoverallqualityorsuperiorityofa 
178 productorservicecomparedtoanalternativepurposethathasbeenestablishedandcanbe 
179 measuredbyhighquality,superiorproductandverygoodquality[19]. 
180 Dimensionsofproductquality(perceivedquality)positivelyaffectcustomerloyalty in 
181 smartphoneusersinBatam [23].Supportedby[24]saysthatthereisapositiveandsignificant 
182 influencebetweenperceivedqualityandcustomerloyalty. 

183 
184 H3:Perceivedqualityhasapositiveandsignificantinfluenceoncustomerloyalty 
185 
186 Priceistheamountofmoneysacrificedforagoodorserviceandthevalueofthe 
187 consumerexchangedfor thebenefitofuseovera product orservice[1]. Priceiseverything 
188 thathasafixedvalueforsomething,somethingthatcanbeaphysicalproductinvarious 

189 stagesofcompletion,withorwithoutsupportservicesorwithoutqualityassuranceandsoon. 
190 Researchfrom[25]mentionspriceasanyformoffinancialcostthat acustomersacrificesto 
191 acquire,own,useanumberofcombinationsofgoodsandservicesofaproduct.Accordingto 
192 [21]therearefourindicatorsthatcharacterizeprices:priceaffordability,pricecompetitiveness, 
193 pricecompatibilitywithproductqualityandpricecompatibilitieswithbenefits. 

194 Price partiallyhasapositiveinfluenceon customerloyalty[26].Resultsfrom[1]and 
195 [24]researchshowthatpricehasapositiveinfluenceoncustomerloyalty.Theabove 
196 statementisusedasthebasisfordeterminingthesecondhypothesis: 
197 
198 H4:Pricehasapositiveandsignificantinfluenceoncustomerloyalty. 
199 
200 Productinnovationissomethingthatisperceivedbyconsumersasanewproduct or 
201 service.Innovationcansimplybeunderstoodasabreakthroughlinkedtonewproducts[1]. 
202 Innovationisalsosomethingnewlycreatedintheformofbreakthroughsinaproductora 
203 serviceideaandaperson'sperceptionwhichcanbenewproducts,designchanges,technical 
204 innovations,tonewbusinessthinkingoranewprocess[27].Accordingto[28]successful 
205 innovationis simpleandfocusedmustbespecificallytargeted,clear,and havea designthat 
206 canbeapplied,intheprocessinnovationcreatesnewcustomersandmarkets. 
207 Accordingto[29],therearethreeindicatorsofproductinnovation:productquality, 
208 productvariation,styleandproductdesign. 
209 Theresultsoftheanalysisshowthatthereisasignificantinfluencebetweenproduct 
210 innovationbrandToyotaCalyainBogordistrictandBekasioncustomerloyalty[16].The 

211 findingsarealsosupportedbythefindingsof[15]and[17]statingthatproductinnovationhas 
212 apositiveimpactoncustomerloyalty. 
213 
214 H5:Productinnovationhasapositiveandsignificantimpactoncustomerloyalty 
215 
216 Accordingtotheresultsoftheanalysis,performance,durability,perceivedquality, 
217 priceandproductinnovationsimultaneouslyhaveasignificantandpositiveimpactonclient 
218 loyalty[1].Researchby[30]and[31]statedthatperformance,Durability,PerceivedQuality, 



 

 

219 PriceandProductInnovationhaveapositiveimpactandsignalsoncustomerloyalties.The 
220 abovestatementisusedasthebasisfordeterminingthesixthhypothesis: 
221 
222 H6:Performance,durability,perceivedquality,price,andproductinnovation 

223 simultaneouslyhaveapositiveandsignificantinfluenceoncustomerloyalty. 
224 
225 Basedontheexplanationthathasbeenoutlinedabouttheinfluenceofperformance, 
226 durability,perceptedquality, pricesandproductinnovationsonclientloyalty,theconceptual 
227 modelcanbedescribedasfollows: 
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3.METHODOLOGY 

 
Fig.1.Conceptualframework 

232 3.1Research,Objectives,Approaches,andStrategies 

233 
234 TheobjectofthisresearchisaproductCasiowatcheswithconsumercharacteristics 
235 17-40yearsandadifferentlocationthatisinCimahiCity.Whilethevariablesinthisstudyare 
236 performance, durability,perceivedquality productinnovation,price,andcustomerloyalty.In 
237 additiontobeingclassifiedastheobjectoftheresearch,theuserisalsosetasthejudgein 

238 thisresearchbecauseitisconsideredtohaveknowledgeandabilityinevaluatingthequality 
239 ofCasiowatches. 
240 Thisresearchmethodisdesignedtotestthehypothesisbuttherearesevenstepsto 
241 follow:operationalizationofvariables, designofsurveytoolsin questionnaire format, testing 
242 thevalidityandreliabilityofresearchinstruments,collectingdatafromrespondentsusing valid 
243 andreliableresearchtools,processingofdataandconductinghypotheticaltesting.Next, 
244 stepsoneandtwowillbesubmittedtotheresearchproposalreportasmaterialtobe 
245 presented.Theremainderofstepsthreetosevenwillbeimplementedafterthereportof 
246 researchproposalshasbeenidentifiedascanbeusedasabasisformakingtheresearch 
247 suggestion.Eachstepofthisresearchisdescribedindetailineachsub-sectionofthe 
248 researchmethod. 
249 

250 3.2CharacteristicsoftheResearchPopulation 
251 

252 Thestudywillinvolveasampleofapopulationofvulnerablerespondentsaged17-40 
253 whohaveusedCasiowatchproductsandhavereceivedinformationaboutCasiowatcheson 
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social media. The age criteria are determined on the assumption that they are sufficiently 
cognitively competent to complete the statements contained in the questionnaire. 

The number of samples in this study is set at 120 people can be said to be accurate 
because the number has exceeded the minimum limit supported by [32]. 
The number of samples suggested by the experts is only 10 times the number of research 
variables.Inthestudy,the researchersappliedasampleof20timesthenumberofvariables 
consisting of performance, durability, perceived quality, price, product innovation and 
customer loyalty. 

According to [32], purposive sampling is a technique of limited sample-taking with a 
specific purpose that can provide the required information. Someone was taken as a sample 
because the researchers assumed that the person had the information necessary for his 
research.Whilenon-profabilitysamplingmeansthateverymemberofthepopulationdoesnot have 
the same chance to be selected as a sample of respondents. Thus, questionnaires will be 
distributed to all samples of research through the questionnaire indirectly using google forms 
to make it easier for researchers to obtain them directly and quickly. 

3.3DataProcessingandAnalysisMethods 

The research uses qualitative descriptive analysis techniques used to analyze data 
by describing or describing the collected data as it is without generalizing the results of the 
research using data conversion via the Likert scale. According to [33] that the Likert scale is 
used to measure the attitudes, opinions and perceptions of a person or group about social 
phenomenathatarelatercalledresearchvariables.UsingtheLikertscale,then,thevariable 
tobemeasuredisdescribedasadimension,thedimensionisdescribeasasubvariable,then the sub 
variables are described again as measurable indicators that can be used as a benchmark in 
creating research instrument items that are questions or statements to be answered by 
respondents. 

Accordingto[32]datacanbeanalyzedtotestthehypothesisafterthedataiscollected from 
the sample research. In this research analysis is used to answer the identification of 
research problems using a quantitative approach. After that, the researchers will test 
performance, durability, perceived quality, price, and product innovation against customer 
loyalty using double regression. Double regression is an analysis that uses more than one 
independentvariabletoexplainthevarianceofadependentvariableinastudy[32].Thisstudy has 
six hypotheses where all the hypothesis uses double regression. 

Thedoubleregressionequationisformulativelypresentedintheform ofanequation as per 
[34] as follows: 

Y=a+b1X1+b2X2+b3X3+b4X4+b5X5 
 

Description: 
X1=Performance X2 
= Durability 
X3=PerceivedQuality X4 
= Price 
X5=ProductInnovation 
a =Constant 
b = Coefficient of variable improvement bound if there is an increase in one 

freevariable 



 

 

305 4.RESULTSANDDISCUSSION 
306  

307 4.1RespondenProfile 
308 Table1.Respondentprofile 

 

INFORMATION SUM (%) 

Age 

17-24 91 75,8 

25-30 19 15,8 

31-40 10 8,3 

Gender 

Man 67 55,8 

Woman 53 44,2 

Location 

Cimahi 120 100% 

Occupation 

Student 3 2,5 

CollegeStudent 72 60 

Self-employed 11 9,2 

employee 25 20,8 

Governmentemployees 3 2,5 

Housewife 2 1,7 

Teacher 1 0,8 

Doesn’twork 1 0,8 

Freelancer 1 0,8 

Dentist 1 0,8 

Income 

<Rp.1.500.000 47 39,2 

Rp.1.500.000–3.000.000 25 20,8 

Rp.3.000.000–5.000.000 23 19,2 

>Rp.5.000.000 25 20,8 

WhenwasthelasttimeyouboughtaCasiowatch? 

Last1 year 61 50,8 

Last2 year 31 25,8 

Last3 year 9 7,5 

Last4 year 6 5 



 

 

Last5 year 13 10,8 

BeforebuyingaCasiowatchproduct,whatyouoften 

lookforinformationonlineaboutproductthis? 

Yes 112 93,3 

No 8 6,7 

Haveyoueverboughtacasiowatchonline? 

Yes 120 100 

Ifyes,whate-commercedidyouchoose? 

Shopee 68 56,7 

Tokopedia 29 24,2 

Lazada 3 2,5 

Jamtangan.com 17 14,2 

Blibli.com 1 0,8 

Website 2 1,6 

309 
310 Thestudy willinvolveasampleofapopulationofvulnerablerespondentsaged17- 

311 40whohaveusedCasiowatchproductsandhavereceivedinformationaboutCasiowatches 
312 onsocialmedia. Theagecriteria aredeterminedon theassumptionthattheyaresufficiently 
313 cognitivelycompetenttocompletethestatementscontainedinthequestionnaire. 
314 

315 4.2ValidityandReliabilityTest 
316 
317 Validitytestinthisstudyusingtheproductmomentcorrelationtechniquewiththe 
318 criterionifrstatistic>rtablethentheelementofthestatementisdeclaredvalid.Itisknown 
319 thatrtableproductmomentinthisresearchis0.2144.Here'sthevalidityandreliabilitytest 
320 resultsusingspssversion29. 
321 Table2.Validityandreliabilitytest 

 

 
 

 
NO 

 
 

 
Statement 

Validity 

testresult 

Reliability 

testresult 

R statistic 

(Person 

correlation) 

Cronbach’s 

alpha 

Performance 

 
1. 

Casiowatchesareable 

toperform thefunction 

of showing time well 

 
0,692 

 

 
0,750 



 

 

 

 
2. 

Casio watches have 

provided complete 

features in accordance 

withthebasicfunctions 

of the watch 

 

 
0,891 

 

 

 
3. 

Casio watches have 

provided complete 

features in accordance 

withthebasicfunctions 

of the watch 

 

 
0,884 

Durability 

 
1. 

Casiowatchescanlast 

for a long period of 

time 

 
0,779 

 
 
 
 
 
 
 
 

 
0,766 

(reliabilitas 
tinggi) 

 

 
2. 

Casiowatchesare 

consistent in 

maintaining their 

quality 

 

 
0,813 

 
3. 

Therawmaterialofthe 

casio watch can last a 

long time 

 
0,783 

 
4. 

Casio'swatchiseasy 

tooperatethroughits 

buttons 

 
0,749 

Perceivedquality 

 
1. 

IsawthatCasio's 

watchwasofhigh 

quality. 

 
0,764 

 
 

 
0,561 

 
2. 

IthinkCasiowatches 

are superior to other 

brands. 

 
0,865 



 

 

 
3. 

I'm looking at the raw 

materials made by 

Casiowatcheshaving 

excellentquality. 

 
0,547 

 

Price 

 
1. 

IthinkCasiowatches 

haveanaffordable 

price 

 
0,530 

 
 
 
 
 
 
 
 

 
0,725 

 
2. 

I think the price of 

Casiowatchescan 

competewithother 

brands 

 
0,818 

 
3. 

Inmyopinion,theprice of 

Casio watches 

corresponds to the 

qualityoftheproduct. 

 
0,776 

 
4. 

Inmyopinion,the price 

ofCasio'swatchesisin 

line with its benefits. 

 
0,818 

Productinovation 

 
1. 

Toimprovethequality 

of the Casio watches 

providesaninnovation 

instopwatchfeatures 

 
0,714 

 
 
 
 
 
 
 
 

 

0,646 

 
2. 

Casiowatchesprovide 

innovation in adding 

product variations in 

termsofmodels 

 
0,781 

 
3. 

Casio's watches 

provideaninnovation 

tailored to his 

personality. 

 
0,671 

4. 
Casiowatchesgivean 

innovationthatinterms 
0,631 



 

 

 ofattractivewatch 

design 

  

Customerloyalty 

1. 
I'dliketore-purchase 

Casiowatches. 
0,750 

 
 
 
 

 
0,711 

 
2. 

I'dliketorecommend 

Casio's watches to 

someoneelse. 

 
0,888 

 
3. 

Iprefernottomoveto 

any other brand than 

Casiowatches 

 
0,756 

322 
323 
324 Thevaliditytestresultsindicatethatallquestionsonthequestionnairearevalid 
325 becausetheratioofeachstatementinthequestionislargerthanthertableof0.2144.Inother 
326 words,theinstrumentusedtogatherdataonthisstudycanmeasurewhatshouldbe 
327 measured.Furthermore,theresultsofthereliabilitytestabove,knownvaluesofcronbach’s 
328 alphaaredeclaredreliablebecausethevalueisgreaterthan0.5basedontheideaputforward 
329 by[36]sothatitcanguaranteeconsistentmeasurementsifdoneoverdifferenttimes,the 
330 resultremainsthesame. 
331 

332 4.3ClassicalAssumptionsTest 
333 

334 Theclassicassumptiontestconsistsofthenormalitytest,themulticolinearitytestand 
335 thesameheteroskedastisitytestdescribedasfollows. 
336 
337 Table3.Classicalassumptiontestresults 

 

 
NO 

Classictypeof 

assumption 

Test result 

acceptance 

criteria 

 
Testresult 

 
Interpretation 

 
1. 

Normalitytest 

(Kolmogorov 

smirnov) 

 
(Sig)>0,05 

 
(sig)=0,063 

Dataisnormally 

distributed 

 
2. 

Multikolinearity 

test 

Tolerance 

value > 0,1 

andVIF<10 

Tolerancevalue= 

0,991andVIF= 

1,009 

There is no 

correlationbetween 



 

 

   Tolerancevalue= 

0,859andVIF= 

1,164 

independent 

variables 

Tolerancevalue= 

0,920andVIF= 

1,087 

Tolerancevalue= 

0,828andVIF= 

1,207 

Tolerancevalue= 

0,991andVIF= 

1,009 

 
 
 

 
3. 

 
 

 
Heteroscedasti 

city test 

 
 
 

 
(sig)> 0,05 

(sig)=0,888 Thereisnoequality 

ofvariancefromthe 

residuals of the 

regressionmodelor 

heteroscedasticity 

does not occur 

(sig)=0,897 

(sig)=0,093 

(sig)=0,152 

(sig)=0,065 

338 
339 Basedontheresultsoftheclassicalassumptiontestintable4.3,itisknownthatin 

340 thenormalitytest,thevalueofsignificance(sig)=0.063>0.05whichmeansthatthedatais 

341 normallydistributed.Thentheresultsofthemulticollinearitytestshowthateachindependent 

342 variablehasatolerancevalueof>0.10andVIF<10.Wherethisshowsthatthemodelisfree 

343 frommulticollinearityorthereisno correlationbetweenindependentvariables.Furthermore, 

344 theresultsoftheheteroscedasticitytestshowthateachvariablehasasignificationvalue(sig) 

345 of>0.05whichmeansthattheregressionmodelislimitedtoheteroscedasticityorthereis 

346 noneIndependentvariablesthataffecttheabsoluteresidualvalue. 

 

347 4.4Multipleregressiontest 
348 
349 Themultipleregressiontestaimstoanalyzethedirectimpactofthevariables 
350 performance,durability,perceivedquality,priceandproductinnovationoncustomerloyalty. 
351 



 

 

352 Table4.Multipleregressiontestresults 
 

 
Model 

Unstandarized 

Coefficient 

Standarized 

Coeficient 

 
T 

Value 

 
Sig 

B Std.error Beta 

1 (constant) 7.791 2.088  3.731 < 0.001 

 Performance 0.016 0.060 0.025 0.272 0.786 

 Durability -0.019 0.069 -0.026 -0.273 0.785 

 Perceivedquality -0.088 0.083 -0.099 -1.057 0.293 

 Price 0.162 0.079 0.204 2.062 0.041 

 Productinovation 0.162 0.079 0.185 2.052 0.042 

353 
354 Onthebasisoftable4.canbeobtainedthedoubleregressionequationasfollows: 
355 
356 Y=7,791+0,016X1+(-0,019)X2+(-0.088)X3+0,162X4+0,160X5 
357 
358 Referringtotheresultsofthedoubleanalysisisknownthateachthitofthe 
359 performancevariableis0,272,durabilityis-0,273,perceivedqualityis-1,057,priceis2,062, 
360 productinnovationis2,052.Whereasthevalueoftheβperformancecoefficientis0,025, 
361 durability-0,026,percevedquality -0,099,price-0,204,productinnovation-0,185.Thismeans 
362 thatperformance,durability,perceivedqualityvariableshavenopositiveandsignificant 
363 impactoncustomerloyaltybecausethethitungvalueissmallerthanthetableof1,65833. 364 

365 4.5Hypothesistestresult 
366 
367 Inthetablebelowaredisplayedtheresultsofthehypothesistestofthe6available 

368 hypotheses.Therefore,theresultsofthehypothesistestareasfollows: 
369 
370 Table5.hypothesistestresult 

 

 
Hypothesis 

Relationship 

between 

variables 

T 

statistic 

 
Sig 

Interpretationof 

hypothesis test 

results 

     Working 

 
H1 

Performance

customer 

loyalty 

 
0.272 

 
0.786 

Ha 

rejected 

hypotheses 

are not 

supported 

     by 



 

 

     empirical 

data 

 
 
 

 
H2 

 

 
Durabilitycu

stomer loyalty 

 
 
 

 
-0.273 

 
 
 

 
0.785 

 
 

 
Ha 

rejected 

Working 

hypotheses 

are not 

supported 

byempirical 

data 

 
 
 

 
H3 

 

 
Perceived 

quality 

customer 

loyalty 

 
 
 

 
-1.057 

 
 
 

 
0.293 

 
 

 
Ha 

rejected 

Working 

hypotheses 

are not 

supported 

byempirical 

data 

 
 
 

 
H4 

 

 
Price 

custo

mer 

loyalty 

 
 
 

 
2.062 

 
 
 

 
0.041 

 
 

 
Ha 

accepted 

Working 

hypotheses 

are 

supported 

byempirical 

data 

 
 
 

 
H5 

 

 
Product 

inovation

customer 

loyalty 

 
 
 

 
2.052 

 
 
 

 
0.042 

 
 

 
Ha 

accepted 

Working 

hypotheses 

are 

supported 

byempirical 

data 

 
H6 

Performance, 

durability, 

perceived 

 
1.985 

 
0.086 

Ha 

rejected 

Working 

hypotheses 

arenot 



 

 

 quality,price, 

product 

inovation 

customer 

loyalty 

   supported 

by 

empirical 

data 

371 Remarks: 
372 1.RejectioncriteriaH0iftcount>table 
373 2.ttable(multipleregressionof1.6833) 
374 3.ftable(multipleregressionof 2.29) 
375 

376 4.6Discussion 
377 

378 BasedontheresultsofthefirsttesthypothesisshowingHarejected,itshowsthat 
379 performancehasnopositiveandsignificantinfluenceoncustomerloyalty.Theresultsofthis 
380 studyareinconsistent withthestudyconductedby[1]whichstatedthatperformancepositively 
381 andsignificantlyaffectscustomerloyalitysmartphoneVIVOandsupportedbytheresearch by 

382 [10],whichstatesthatperformanceispositiveandsignifyingtoMark’sclientloyaltybedak. 
383 Theresultsofthisstudyarenotconsistentwithwhat[13]did,whichFurthermore,the 
384 secondhypothesissuggestsHawasrejected.Thisprovesthatdurabilitydoesnothavea 
385 positiveandsignificanteffectoncustomerloyalty.Theresultsofthisstudyarenotinlinewith 
386 thoseconductedby[13]whichstatesthatdurabilityhasapositiveandsignificanteffecton 
387 customer loyalty.Furthermore, the resultsofthisstudyarealsonotinlinewith otherstudies 

388 thatstatethatdurabilityhasapositiveandsignificanteffectoncustomerloyalty[12]. 
389 Later,athirdhypothesisshowedHawasrejected.Thiscanbeinterpretedthat 
390 perceivedqualitydoesnothaveapositiveandsignificanteffectoncustomerloyalty.The 
391 resultsofthisstudyarenotinlinewithresearchconductedby[23]and[24]withtheresults of 
392 thestudy,namelyperceivedqualityhasapositiveandsignificanteffectoncustomerloyalty. 
393 Furthermore,thefourthhypothesisdisplayssuccessfullyacceptingHa.Thisshows 
394 thatpricehasapositiveandsignificanteffectoncustomerloyalty.Thisisinlinewithresearch 
395 conductedby[26]whichstatesthatpricehasapositiveandsignificanteffectoncustomer 
396 loyalty.Furthermore,theresultsofotherstudiesalsostatethatpricehasapositiveinfluence 
397 oncustomerloyalty[22]. 
398 Next,itisknownthatthefifthhypothesisshowsHaisaccepted.Thisillustratesthat 

399 productinnovationhasapositiveandsignificanteffectoncustomerloyalty.Thisfindingis 
400 supportedby[16]statingthatproductinnovationhasapositiveandsignificanteffecton 
401 customerloyalty.Therefore,theresultsofthisstudyreinforcepreviousfindingsinthesame 
402 context,namelytheresearchconducted[1]. 
403 Thelasthypothesis,thesixthone,statesthatHaisrejected.Thisshowsthat 
404 performance,durability,perceivedquality,priceandproductinnovationsimultaneously donot 
405 have a positiveandsignificant effect on customerloyalty.Theresultsofthisstudyarenot in 
406 linewithresearchconductedby[1]and[31]whichstatesthatperformance,durability, 
407 perceivedquality,priceandproductinnovationsimultaneouslyhaveapositiveandsignificant 
408 effect. 
409 
410 

411 5.CONCLUSION 
412 

413 Theessenceofthisstudycanbeexplainedbasedontheresultsanddiscussionthat 
414 hasbeendescribedinthepreviouschapter,thereforethisstudyhasseveralconclusions, 
415 namelyasfollows: 



 

 

416 1.PerformancehasnopositiveandsignificantimpactoncustomerloyaltyCasiobrand 
417 watchesonlineinCimahicity 
418 2.DurabilityhasnonegativeandsignificantinfluenceoncustomerloyaltiesCasiobrands 
419 watchonlineincimahitown 

420 3.Perceivedqualitydoesnothaveapositiveandmeaningfulimpactoncustomersloyalty 
421 casiobrandWatchesOnlineinCimahicity 
422 4.PricehasapositiveinfluenceandsignificanteffectoncustomersloyalitiesCasioBrand 
423 watchesonCimahicity 
424 5.ProductinnovationhasasignificantandpositiveimpactoncustomersloyaltyofCasio 
425 brandswatchonlineinthecityofCimahi 

426 6.Performance,durability,percevedquality,priceandproductinnovationsimultaneouslyhave 
427 nopositiveeffectandsignificantsignificanceoncustomersloyalty. 428 

429 6.SUGGESTION 
430 
431 Referringtothefindingsofthisstudyconveyedinseveralsuggestionsthatcan 
432 providebenefitsforCasiobrandwatchcompaniesonlineinthecityofCimahi,thefollowing 
433 explanation: 
434 

435 6.1ScientificImplication 
436 
437 ScientificimplicationsThisstudyhasdifferenceswithpreviousresearchers,namely 
438 intheselectionofdimensionsofproductqualitywhichareonlythree,namelyperformance, 

439 durabilityandperceivedquality,consumercharacteristicsanddifferentloci.Thisstudyalso 
440 haslimitationsintermsofagerangeofonly17-40yearsandwhoareonlydomiciledinthe 
441 city ofCimahiwithasampleof120respondents.Itisrecommendedforfurtherresearchers, 
442 increasingtheagerangeofrespondentswithawiderscopesuchaspeoplewhohavebought 
443 CasiobrandwatchesonlinethroughoutWestJava.Furthermore,fromdeterminingthe 
444 selectionofdimensionsofproductquality,researchersareexpectedto beabletoaddmore 

445 variablesthatarenotstudiedinthisstudyanddowhathasaninfluenceoncustomerloyalty. 

446 

447 6.2ManagerialImplication 
448 
449 Theadviceaddressedtothecasiocompanyisthattheresultsofthisresearchcanbe 
450 usedasabasis fordecision-makingrelatedtohowthecompanyincreasescustomerloyalty. 
451 basedontheresultsofthisresearch,thatpriceandproductinnovationinfluencecustomer 
452 loyaltyofcasiowatchonlineinthecityofcimahi.casioneedstoconsiderraisingpriceand 
453 productinnovationsthatwilldriveincreasedcustomerloyalty.casiocanincreasethepriceby 
454 offeringaffordablewatchprices,competingwithotherbrands,abletoadjustthepricetothe 
455 qualityofitsproducts,andwhichcorrespondstoitsbenefits.then,casiocompanycan 
456 enhanceproductinnovationbyaddingstopwatchfeaturesinthewatch,addingvariationof 
457 watchmodels,creatingattractivewatchdesignsandwatchesthatcanadjusttothepersonality 
458 ofeachofitscustomers. 
459 

463 
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