ABSTRACT

The purpose of this research is to investigate the effect of core service quality,
peripheral service quality, and corporate image on customer satisfaction and loyalty

of advertiser of Kompas Klasika Jateng&DIY.

Data were collected from 200 clients (advertisers) of Kompas Klasika
Jateng&DIY using purposive sampling method, and the data processed using the
AMOS software analysis technique Structural Equation Modelling (SEM) version

23.0.

The research reveals there is a positive and significant correlation between
peripheral service quality to the customer satisfaction (CR = 4,115) and to the
customer loyalty (CR= 2,614); corporate image to the customer satisfaction (CR=
4,976) and to the customer loyalty (CR= 2,580). While, the correlation of the core
service quality to the customer satisfaction and loyalty is have no significant impact
(each shows that CR= 1,387 and CR= -0,412), so does the impact of customer

satisfaction to the customer loyalty (CR=0,997).
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