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ABSTRACT

This research in the field of marketing
management aims to determine the effect of
service quality and customer trust on customer
loyalty of Express Laundry members in Palangka
Raya. Customer trust is a good relationship with
management as a business strategy to achieve
customer loyalty. While customer quality is a
business measure that will be assessed by
customers to be loyal and have an impact on
business profits. The type of research used is
explanatory research, which is to examine the
relationship between variables which is the basis
for improving purchasing decisions. Research
respondents totaled 102 members of Express
Laundry. Tested with non-probability sampling
technique through the PLS statistical program.
The results showed that customer trust and
service quality affect the customer loyalty of
members of Express Laundry Palangka Raya. The
limitations of research on members, become a
reference for further research in taking samples of
new customers on purchase intentions.
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INTRODUCTION

Currently, the development of the business world is increasingly rapid,
many businesses are emerging, both trading businesses in the provision of
goods and services (Gultom et al., 2020). This situation requires every business
actor to be more careful and wiser in making decisions on every factor that
influences the success of their business. There are various kinds of businesses
that already exist and also businesses that have never existed. With
developments in technology and current demand, business owners have many
opportunities to get consumers. Especially in this modern era, consumers want
something that is practical and doesn't waste a lot of time.

Express Laundry has experienced a decline in customers over the past
year and has lost many old customers. This statement is supported by data on
the number of Express Laundry customers over the last 8 months. Another
problem is the difficulty of retaining regular customers. The regular customers
in question are customers who have an attachment (through members) with the
company so that these customers use Express Laundry's washing services
repeatedly (Diza, 2016). The process of submitting complaints, criticism and
suggestions is carried out directly to the company, this is because there is no
service that makes it easy for customers to connect with the company after the
transaction process is complete.

Based on the statement above, the problems faced by Express Laundry
are regarding management and customer relations, which can result in the
cessation of using Express Laundry services, thereby affecting the stability of
profits from the Express Laundry business itself. It is easy to find consumers or
customers, for example by providing cheap prices or large promotions at the
start, what is difficult is how to make consumers or customers loyal.

Customer loyalty will be built when there is customer trust in the
company (Ulfa and Mayliza, 2019). Customer trust is a condition where one
party involved in the exchange process is confident in the reliability and
integrity of the other party. Trust can be used as a basis for customers in
determining which laundry company to choose. Trust can continue to be
increased by providing a guarantee that the laundry items will be clean and
tidy when they are picked up by the customer and if an error occurs in the
washing process, the laundry party is willing to bear the risk.

The trust that is built is by fulfilling all customer wishes, by using the
best services offered to customers, which is one of the trusts carried out by
laundry service providers, namely ensuring that goods are not lost or faded. In
this way, customer trust will increase in line with building customer loyalty for
laundry service users themselves. Creating trust is not easy, but companies
must try with totality, so that customers do not move and always maintain
customer trust which is not easily achieved by service providers. laundry itself.

A company will be said to be large and successful if the company
succeeds continuously and consistently in maintaining the trust of each of its
consumers. Maintaining this trust certainly has a more important goal, namely
to maintain the company's survival. Apart from that, maintaining trust is also
an effort to gain or gain and even increase greater income or profits for the
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company itself. That is why a company's success will be more real if it remains
consistent in maintaining the trust of every consumer wherever and whenever.
The increasing intensity of competition and the number of competitors
requires companies to always pay attention to customer needs and desires and
try to meet customer expectations by providing more satisfying services than
those provided by competitors. Service quality is a level of excellence to fulfill
consumer desires. Service quality is very important in running a business. Good
service quality starts from consumer perception, not from the company. For
customers, service quality comes from organized service, which will create a
good perception among customers. Customer perception of service quality is a
total assessment of the superiority of a product which can be in the form of
goods or services.
Customer loyalty has an important role in a company, retaining them means
improving financial performance and maintaining company survival. The
benefit of customer loyalty is the reduced influence of attacks from competitors
from similar companies, not only competition in terms of products but also
competition in terms of perception. Apart from that, loyal customers can
encourage the company's development by providing ideas or suggestions to the
company to improve the quality of its products. The success of a service
company is determined by the company's ability to build customer loyalty.
Customer loyalty is expressed in consistent purchases of products or services
over time and there is a good attitude to recommend others to buy the product.
Based on previous research conducted by Tiong (2020), the results stated that
customer trust had a positive and significant effect partially and
simultaneously, while the service quality variable had a partial negative effect
and a simultaneous positive effect on customer loyalty. Based on the existing
phenomenon of the decline in regular customer members (members),
structured research will be carried out to provide input to Express Laundry in
improving Purchasing Decisions as a business strategy. It is also a consideration
in efforts to increase the trust of laundry customers and is expected to provide
input to improve service quality and determine the right strategy to obtain
better performance in the future.

LITERATURE REVIEW
Theoretical Foundations and Hypothesis Development

According to Kristinae et al. (2020), service quality is the overall
characteristics and properties of a product or service that influence its ability to
satisfy stated or implied needs. Service quality is the totality of the features and
characteristics of a product or service that supports its ability to satisfy needs
directly or indirectly. Quality is a dynamic condition that influences products,
services, people, processes and environments that meet or exceed expectations.
Service quality is a dynamic state that is closely related to products, services,
human resources, as well as processes and the environment that can at least
meet or even exceed the expected service quality. Quality service products have
an important role in shaping customer satisfaction. The higher the quality of the
products and services provided, the higher the satisfaction felt by customers. If
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customer satisfaction is higher, it can generate profits for the business entity.
One of the main ways to maintain a service company is to consistently provide
services with higher service quality than competitors and meet customer
expectations.

Service quality is a measure of how well the level of service provided
meets customer expectations. With good service quality, the company will get a
good image from consumers, thereby providing encouragement to consumers
to have a strong relationship with the company. In this relationship, the
company can better understand what consumers' needs and expectations are, so
that the company can provide quality service that exceeds consumer
expectations (Meitiana & Sembhodo, 2022).

Service quality can be determined by comparing consumers' perceptions of
the service they actually receive/obtain with the service they actually
expect/ want regarding the service attributes of a company (Tiong, 2018). If the
service received or felt (perceived service) is as expected, then the quality of
service is perceived as good and satisfactory, if the service received exceeds
consumer expectations, then the quality of service is perceived as very good
and of high quality. Conversely, if the service received is lower than expected,
then the quality of service is perceived as poor. It can be concluded that service
quality is a level of excellence that a person feels about a service which is
expected from the comparison between the desires and performance felt by
consumers after purchasing the service (Al Fajri & Pradana, 2020).

According to Parasuraman quoted by Solihin (2020), the dimensions of
service quality are as follows: 1. Physical Evidence (Tangibles), is related to the
attractiveness of the physical facilities, equipment and materials used by the
company, as well as the appearance of employees. 2. Empathy, is that the
company understands its customers' problems and acts in the interests of
customers, as well as providing personal attention to customers and having
comfortable operating hours. 3. Reliability, is related to the company's ability to
provide accurate services from the first time without making any mistakes and
delivering its services according to the agreed time. 4. Responsiveness, is
something related to the willingness and ability of employees to help customers
and respond to their requests, as well as informing them when services will be
provided and then providing services quickly. 5. Guarantee (Assurance), is the
behavior of employees who are able to grow customer trust in the company and
the company can create a sense of security for its customers. Guarantee also
means that employees are always polite and have the knowledge and skills
needed to handle any customer questions or problems.

In improving service quality, many factors need to be considered. These
factors need attention, these factors are: identifying the main determinants of
service quality (Laksono, 2020). Every service company needs to strive to
provide quality to its customers. This requires identifying the main
determinants of service quality from the customer's perspective. Therefore, the
first step is to conduct research to identify the most important service
determinants for the target market. The next step is to estimate the assessment
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given by the target market to the company and competitors based on these
determinants.

The next factor is managing customer expectations. It is not uncommon
for companies to try to exaggerate their communication messages to customers
with the intention of getting them hooked. Things like this can backfire on the
company. The more promises made, the greater the customer's expectations
(which can even lead to being unrealistic) which in turn will increase the
chances of the company not being able to fulfill customer expectations. Third is
managing evidence of service quality. Management of service quality evidence
aims to strengthen customer perceptions during and after services are
provided. Therefore, services are performance and can be felt like goods, so
customers tend to pay attention to tangible factors related to services as
evidence of quality.

An important factor in the service business is developing a quality
culture. Quality culture is an organizational value system that produces a
conducive environment for the creation and continuous improvement of
quality. Quality culture consists of philosophies, beliefs, attitudes, norms,
values, traditions, procedures, and expectations that enhance quality. The final
factor is creating Automating Quality. The existence of automation can increase
variability in service quality due to a lack of human resources. Before carrying
out automation, companies need to carry out thorough research to determine
the parts that require a human touch and the parts that require automation. It is
necessary to avoid automation that covers the entire service. Based on theory
and previous research studies, the hypothesis proposed is:H1: Service Quality
has a positive and significant effect on Customer Loyalty

ervice quality is a form of assessment of the level of service provided by
a company. Service quality can be determined by comparing consumers'
perceptions of the service they actually receive/obtain with the service they
actually expect/desire regarding the service attributes of a company. If the
service received or felt (perceived service) is as expected, then the quality of
service is perceived as good and satisfactory. If the service received exceeds
consumer expectations, then the quality of service is perceived as very good
and of high quality. Conversely, if the service received is lower than expected,
then the quality of service is perceived as poor (Purwa & Ardani, 2018).

Companies that have been established will market their companies so
they can compete among other companies. Very fierce competition for product
quality will have an impact on customer trust, so marketing is needed so that
companies can develop rapidly. The ability of a good service product will have
an impact on the user and will strengthen or be able to get the best position in
the hearts of customers, so service is very important for the company.
Companies must continue to maintain the quality of the company so that the
company's market share has a good image among customers (Pramana &
Rastini, 2016).

Customer trust is a type of emotional reflection for commerce. This
depends on the level of fulfillment of expected product or service benefits, as
well as the level of consistency of expectations and actual results. If a customer
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expects service at a certain level, and he feels the service received is higher than
what he expected and continues to use the product or service, then the
customer can be said to trust.Trust is formed from past experiences and
previous interactions. An experience can be defined as the awareness and
feelings experienced by consumers during service use. Trust is the belief that
one will find what one wants in an exchange partner. Trust involves a person's
willingness to behave in a certain way because of the belief that a partner will
provide what he hopes for and a hope that a person generally has that someone
else's word of promise or statement can be trusted. If customer trust has been
established, then the next task of the company is to obtain and maintain loyalty
from customers. All businesses that provide services depend heavily on building
long-term relationships that concentrate on maintaining customer loyalty. In this
case, loyalty is greatly influenced by service quality. Customer loyalty is a
customer's effort to remain loyal with awareness, impression of quality, trust
and strong pride in a product followed by repeat purchases (Fahmi, 2018). Based
on theory and previous research studies, the hypothesis proposed is: H2: Service
quality has a positive and significant effect on customer trust.

According to Kotler & Keller (2016) in Ulfa and Mayliza (2019), trust is the
company's willingness to rely on business partners. Trust depends on a number of
interpersonal and interorganizational factors, such as corporate competence,
integrity, honesty and kindness. Trust is a belief that someone will get what is
expected from other people. Trust concerns a person's willingness to behave in a
certain way because of the belief that his partner will give him what he expects and
an expectation that a person generally has that the words, promises or statements
of other people can be trusted.

According to Diza et al. (2016), customer trust is the glue that allows
companies to trust other people in organizing and using resources effectively.
Developed customer trust, including trusting someone, will lead to high customer
confidence in their abilities and desires. This definition explains that trust is the
willingness or willingness to rely on partners involved in a trusted exchange.
Willingness is the result of a belief that the parties involved in the exchange will
provide consistent quality, honesty, responsibility, kindness and good heart. This
belief will create a close relationship between the parties involved in the
exchange.According to Tiong, (2018) Trust is where an individual or service
user voluntarily trusts a service provider with the consent of all the risks
involved, because consumers have positive expectations and previously the
service provider has promised to provide a feeling of good results. Customer
trust has a huge influence on the sustainability of a company, because if a
company's product is no longer trusted by consumers, it will be difficult for the
product to develop in the market. However, on the other hand, if the company's
products or services are trusted by consumers, then the company will be able to
continue to grow in the market. This trust must always be obtained by the
company, the more consumers trust it, the company will continue to have a
good relationship with its consumers.

The benefits of trust as a business strategy are: 1. Trust can encourage marketers
to try to maintain cooperative relationships with consumers. 2. Trust rejects
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short-term options and prefers long-term profits expected by retaining existing
customers. 3. Trust can encourage marketers to view attitudes that pose big
risks wisely because they believe that consumers will not take opportunities
that could harm marketers. The trust indicator consists of three components,
namely: (a). Ability is a person's belief in the seller's ability to help consumers
do something according to what the consumer needs. The essence of ability is
how successful the seller is in producing what consumers want. (b).
Benevolence is how much someone trusts the seller to behave well towards
consumers. Kindness is the seller's willingness to serve the interests of
consumers. (c). Integrity is how much confidence a person has in the seller's
honesty in maintaining and fulfilling the agreement that has been made to the
consumer.

Trust depends on a number of interpersonal and interorganizational
factors, such as a company's competence, integrity, honesty, and benevolence.
Trust is an assessment of a person's relationship with other people who will
carry out certain transactions in accordance with expectations in an
environment full of uncertainty. So it can be concluded that customer trust is
the willingness of one party to accept risks from another party based on the
belief and hope that the other party will take action as expected, even though
both parties do not yet know each other. Customer loyalty according to
Hasanuddin et al. (2020), consumers are bound to be faithful or loyal if the
consumer shows regular purchasing behavior or there is a condition that
requires the consumer to buy at least twice in a certain time interval. Customer
loyalty is a deep commitment to repurchase or subscribe to a product or service
consistently for the future, and is not influenced by the existing environment or
marketing efforts undertaken, as well as other things that have the potential to
cause the customer to switch. to competing companies. Based on several
definitions of customer loyalty, it can be concluded that customer loyalty is
customer loyalty which is presented in consistent purchases of products or
services over time and there is a good attitude towards recommending other
people to buy the product. Based on theory and previous research studies, the
hypothesis proposed is:

H3: Customer trust has a positive and significant effect on customer loyalty

H1

H2

H3

Figure 1. Research Model
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RESEARCH METHODS

This research is quantitative and the type of research is explanatory
research, namely testing the relationship between hypothesized variables,
explanatory research is research that aims to explain the relationships between
one variable and another variable or how one variable influences other
variables. to be applied to the research scope (Thungasal, 2019). The population
and sample in research consist of objects/subjects that have certain quantities
and characteristics which are applied by researchers to study and then draw
conclusions. The sample of respondents in this research was Express Laundry
Palangka Raya members, totaling 100 people.

In the questionnaire there are several questions or statements that are
closely related to the research problem to be solved. In connection with the
current Covid-19 pandemic, in distributing questionnaires researchers used
Google Forms (Google Form), which is a tool or software used to assist
researchers in submitting or filling in data and questionnaires to Express
Laundry Palangka Raya members or customers online. which is the object of
this research by providing alternative answers (respondents choose answers
that suit their knowledge) easily and efficiently (Fahmi et al., 2018).

Data analysis is breaking down the whole into smaller components to
find out the dominant component, comparing one component with another
component, and comparing one of several components with the whole. Data
analysis techniques are used to answer problem formulations or test hypotheses
that have been formulated. Data management in this research will use the
Partial Least Square (PLS) data analysis technique, which is Structural Equation
Modeling (SEM) equation analysis, which is a method used to cover
weaknesses in the regression method. Partial Least Square is a powerful
analysis method which is not based on many assumptions. The Partial Least
Square (PLS) approach is distribution free (does not assume certain data, which
can be nominal, category, ordinal, interval and ratio). The purpose of using
Partial Least Square (PLS) is to make predictions, which in making predictions
is to predict the relationship between constructs, in addition to helping
researchers in their research to get latent variable values which aim to make
predictions.

In PLS, according to Kristinae et al., (2019), a model fit test will be carried
out, namely a test that validates the model as a whole, using Goodness Of Fit
(GoF) values. GoF was developed to evaluate measurement models (outer
models) and structural models (inner models) and in addition provides simple
measurements for the overall model predictions. GoF is a single measure used
to validate the combined performance of measurements and structural models
which is obtained from the average value of Average Variance Extraced (AVE)
multiplied by the root average value of R2. The GoF value is between 0-1 with
interpretations of 0.1 (small GoF), 025 (medium GoF), 036 (large GoF).

DISCUSSION

Express Laundry is a modern laundry that offers clothes washing and
ironing services with a washing service system that is calculated by the weight
of the clothes per kilogram. Express Laundry is located on Jalan G Obos VIII
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Gang Bakung II. Express Laundry was formed and managed in 2017. The aim
of establishing Express Laundry was initially because the owner wanted to
have his own business and at the same time help various groups of people who
were busy or did not have free time to wash and iron clothes. Research
respondents showed that the jobs that used Express Laundry services were 48
students or 26.4%, 41 civil servants/TNI/POLRI or 225%, 35 self-
employed/traders or 19.2%, 32 employees/laborers or 17.6%, 26 housewives or
14.3%. So the dominant occupation of the respondents was students, 48 people
or 26.4%.

Table 1. Outer Loadings

X1 X2 Y Indirect
Indicator Service Customer | Customer | Relationships
quality Trust Loyalty X1>X2

X1.1 0.877
X1.2 0.863
X1.3 0.894
X1.4 0.861
X2.1 0.962
X2.2 0.953
X2.3 0.978
X2.4 0.936
Y.1 0.848
Y.2 0.850
Y.3 0.871
X2.1 € X1.1 0.816
X2.2 € X1.2 0.839
X2.3 € X1.3 0.863
X24 € X14 0.892
Source: author (2023)

The results of the research were carried out after obtaining valid
questionnaire results from an average value of 0.359 > r-count of 0.242 and
reliable, namely an average of 0.452. Based on research conducted, the first
hypothesis is that service quality influences customer loyalty. Good service
quality from the research results will have an influence on customer loyalty.
This means that better service quality results in better customer loyalty.
According to Kotler and Keller (2016), service quality is the overall
characteristics and characteristics of a product or service that influence its
ability to satisfy stated or implied needs.

Service quality is the totality of the features and characteristics of a
product or service that supports its ability to satisfy needs directly or
indirectly. The results of this research produce results in accordance with
previous research conducted by Gultom et al. (2020) and Haroen (2021), that
service quality has a positive and significant effect on customer loyalty. The
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research results show that there is a positive and significant influence of
service quality variables on customer loyalty of Express Laundry Palangka
Raya members. This is proven by the statistical results of the calculated t test
for the service quality variable which was obtained at 3.983 and it was stated
that there was a positive and significant influence because the calculated t
value was greater than the t table value > 1.988 and the calculated t
significance value was smaller than the t table significance value, namely 0,
00 < 0.05. So the first hypothesis is accepted, meaning that the service quality
variable has a positive and significant effect on customer loyalty of Express
Laundry Palangka Raya members.

The research results stated that the higher the quality of service
provided, the higher the customer loyalty of Express Laundry Palangka Raya
members. Based on these results, this research succeeded in proving the first
hypothesis which states that "service quality influences customer loyalty of
Express Laundry Palangka Raya members". Service quality is a factor that
influences customer loyalty because customers who are satisfied with their
personal values and experience a positive mood towards service will have
high loyalty to the company. Customers are often disloyal due to poor service
or service quality that is decreasing from what customers expect. The quality
provided to consumers must function to provide maximum satisfaction,
therefore in order to provide services it must be carried out in accordance
with the service function.

Having loyal consumers is the ultimate goal of all companies. But most
companies don't know that consumer loyalty can be formed through several
stages, starting from looking for potential consumers to becoming a customer
advocate who will bring profits to the company. Loyalty is more aimed at a
behavior, which is demonstrated by routine purchases, based on the decision
making unit. Loyal consumers also buy products or services offered by
manufacturers and recommend their friends to buy or use the same products
or services at the same place and loyal consumers also do not easily switch to
other similar companies.

Based on the research results in the second hypothesis, service quality
has a positive and significant effect on customer trust. Customer trust can be
increased by improving the quality of service provided to customers. The test
results found a positive and significant influence on the service quality
variable on customer trust (p < 0.05) with a beta coefficient of 0.518, which
means the second hypothesis is accepted. The research results are in
accordance with previous research by Pramana and Rastini (2016); Purwa &
Ardani, 2018) which results that the higher the level of service quality
provided, the higher the trust received by consumers in a company. The
service quality of a service is an important factor in achieving customer trust.
Kotler and Keller (2016) in Fahmi et al. (2018), stated that service quality is a
deeply held commitment to support efforts to market services, in the future
even though the influence of the situation and marketing efforts has the
potential to cause customers to switch. The results of this research produce
results in accordance with previous research conducted by Dharma R (2017),
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Al'asgolaini M.Z (2021), Harumi, S.D (2016), Prasetya, A. Y. & Wahyuni, D.
(2021).

Table 2. Path coefficient

. Original | Sample Stan.da.r d gtatistics P Result
Variabel Sample | Mean | Deviation (O/STD | Values
(0)] M) (STDEV)
EV])
Kualitas Pelayanan
Terhadap Loyalitas | 0.617 0.599 0.216 3,983 0.000 | Sig
Konsumen
Kualitas Pelayanan
Terhadap 0813 |0612 |0.183 3.882 0000 |8
Kepercayaan
Pelanggan
Kepercayaan
Pelanggan Sig
Terhadap Loyalitas 0.715 0.632 0.135 3.695 0.000
Pelanggan

Source: author, (2023)

Based on research conducted on the third hypothesis, customer trust
influences customer loyalty. Trust is a fundamental component in a business
to create loyal customers (Ulfa and Mayliza, 2019). However, building a
customer's trust is not easy, we have to be able to convince them that what
we give them is of the best quality. Trust is a belief that someone will get
what is expected from other people. Trust is a company's willingness to rely
on business partners.

Trust depends on a number of interpersonal and interorganizational
factors, such as corporate competence, integrity, honesty and kindness. Trust
is a belief that someone will get what is expected from other people. If
customers have good trust in the company then that will make customers
loyal to Express Laundry Palangka Raya. The results of this research produce
results in accordance with previous research conducted by Haroen (2020),
Siboro and Suhardi (2020), Sunardi et al. (2020). That customer trust has a
positive and significant effect on customer loyalty. The research results show
that there is a positive and significant influence of the customer trust variable
on customer loyalty of Express Laundry Palangka Raya members. The
calculated t result is greater than the t table value, namely 3,781 > 1,998 and
the calculated t significance value is smaller than the t table significance
value, namely 0.00 < 0.05. The hypothesis is accepted, meaning that the
customer trust variable has a positive and significant effect on customer
loyalty of Express Laundry Palangka Raya members.

Thus, it can be explained that the higher the customer trust that
customers have, the higher the customer loyalty of Express Laundry
Palangka Raya members. Based on these results, this research succeeded in
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proving the third hypothesis which states that "customer trust influences
customer loyalty of Express Laundry Palangka Raya members". Customer
trust can be a reference for customers to reuse the service or not. If customer
trust is good, customer loyalty will arise and customers will buy and use the
service. Based on the explanation of customer trust theory, it can be
concluded that matters relating to consumer desires are capable of fulfilling
service needs and are worth buying and selling according to customer
expectations.

The research implications are based on the results of research
conducted that customer trust and service quality are proven to be
significantly important variables in customer loyalty of Express Laundry
Palangka Raya members. This can be the basis for saying that the customer
trust variable from the ability indicator which has the highest percentage is
that Express Laundry has provided and delivered the services needed by
customers. This is because customers feel that Express Laundry marketing
services are important to meet customer needs. Meanwhile, the lowest
percentage is in the statement item of the benevolence indicator, namely
Express Laundry provides the best service for its customers. This is because
customers assume that the service they experience is in line with customer
expectations.

This difference in perception is what causes a gap between the
company and customers which automatically gives rise to differences in
perception about the services provided, thus affecting customer loyalty.
Therefore, Express Laundry should improve service quality so that it can
encourage customer loyalty. Based on the research findings, it can be
concluded that in the service quality variable there is a statement item from
physical evidence (tangible) indicators that has the highest percentage,
namely Express Laundry uses special cleaning fluids and fragrances in
laundry work. This provides evidence that Express Laundry must pay
attention to the use of special cleaners and fragrances that have been proven
to be obtained by customers. Meanwhile, the lowest percentage is in the
statement item of the empathy indicator, namely that Express Laundry has
provided good service in responding to customer complaints.

Based on the results of research conducted on the customer loyalty
variable, it is proven that the indicator that I always use Express Laundry
services is the indicator that has the highest percentage because customer
loyalty is obtained from great liking for a product or service and the lowest
percentage is the indicator that customers will not switch to using the
service. Express Laundry even though other laundry services offer cheap
prices. Based on the results of research conducted, the variable that has the
greatest influence on customer loyalty is the service quality variable at 56%.
This is because the quality of service provided is good and can make
customers become loyal customers.

CONCLUSION
The quality of service has been implemented well by Express Laundry,
but there are still some neutral answers to several indicators, so it can be
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improved by providing a resolution center, chat / messenger as a means of
communication between sellers and buyers. Loyalty is what consumers do if
they feel that what they want in that place is fulfilled and customers do not
think twice about going back to shop there again. This is an important thing
that Express Laundry must pay attention to. And improvements that must be
made are creating promotions so that buyers are more interested and prioritize
Express Laundry compared to other places. Express Laundry must be friendlier
and closer to customers, so that customers do not hesitate to provide input to
Express Laundry to make it better in the future. Continuous increase in trust
regarding service information provided by Express Laundry is more open
about the service information provided. So the improvements made are that the
seller must be even better, one of which is answering all customer questions in a
friendly manner, having to provide clear information about deficiencies, quality
and product types.

This research has research limitations, namely that the research was
conducted during the 2019 Corona Disease (COVID-19) pandemic so the
observation period was very short and was not able to describe the actual
situation. The research only focuses on the variables of customer trust and
service quality and is still unable to fully reveal the factors that influence
customer loyalty of Express Laundry Palangka Raya members as a whole. This
means that studies need to be carried out by deepening or developing research
variables with a larger sample and population. Future researchers can examine
other variables such as price, sales innovation. It is hoped that this study will
reveal new findings that can be useful for the development of science, especially
in the field of marketing management.
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